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Onty a small percentage of the wood you see in an average 
stand of timber is suitable for use in making Kleerfect, Hyfect 
and Rotoplate. Only the soundest, fresh green spruce logs 
measure up to the laboratory standards we have set for 
these perfect printing papers. Balsam and hemlock are good 
woods and excellent for the making of sulphite pulp—we 
use large quantities—but only flawless spruce ever gets into 
our grinders to form the basis of our refined groundwood 
pulp, screened four times to insure uniformity. 

Even though the logs reach our mills by train and shipload, 
and must be handled with speed to keep manufacturing 
costs down and selling prices consistent, every log is care- 
fully examined by a corps of men whose duties are to see 


that nothing but clean, healthy, unblemished sticks reach 





WE PUT A FOREST INTO A TEST TUBE 








the grinders. Black or rotten centers, soft spots, inturned 
bark, knots—anything that might mar an otherwise perfec 
sheet of printing paper is quickly removed. 

Nothing is left to chance in a Kimberly-Clark mill. The 
quality of the wood fibres is under constant control so that 
the finished paper will have the most desirable of all qual 
ties— perfect printability. 

If you are a buyer of printing, a printer, or a publisher 
find out just what these modern papers can do for you 
towards improving the readability of your messages whik 
definitely lowering costs. 

KIMBERLY-CLARK CORPORATION, Established 1872, 
Neenah, Wis.; Chicago, 8 South Michigan Ave.; New York, 
122 East 42nd Street; Los Angeles, 510 West Sixth Stree 
n Kleerfect, Hyfect or Rotoplat 


This advertisement is NOT printed 


THE PERFECT PRINTING PAPER 


Sty fect 


K tnd Lo yowr eyes 
KIMBERLY-CLARK ; 


ALL-PURPOSE BUOK PAPER 


otoplate 


PREFERRED FOR ROTOGRAVURE 


Lath sides alike 
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150 MEN IN INDUSTRY 
Nrote Major Articles tor Factory 


FACTORY Publishes more information 


on plant operating problems | 
than any other business paper | 


99.6% of all FACTORY’s major and short articles 
published in the past 18 months were absolutely 
original, never appearing previously in print... 
a record unique in business paper publishing. 

Every month, practical, authoritative plant ex- 
perience articles from America’s most important 
plants give FACTORY’s readers the kind of in- 
formation they need to solve their problems. 

That's why reader surveys show FACTORY is 
the best read publication among plant operating 
men in the manufacturing industries . . . each 


personal copy averaging 3.4 readers and each 


company copy averaging 4.5 readers. 

We believe you will agree your advertising 
deserves to be placed in a publication whose 
readers have accorded it such outstanding ac- 


ceptance. 


* 18 months ending July 1937 — 
August 1936 excluded 


Member of A.B.C., Inc. and A.B.P., inc. 
A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York, N. Y. 





Maximum Sales Influence 
At Minimum Cost 


Items in the construction news section of August POWER 
PLANT ENGINEERING alone indicate the expenditure of 
$52,870,000 for building and equipping new and modern- 
ized power plants. 


The unusual buying activity of the power plant market at 
this time makes it highly important that manufacturers 
make the merits of their boilers, engines, turbines, motors. 
piping, belting and other products widely known. 


The buying influence of 18,565 big plant executives and 
engineers in the industry can be reached effectively and 
economically through the advertising pages of POWER 
PLANT ENGINEERING. 


POWER PLANT ENGINEERING furnishes concise and 
authoritative power plant information to the plant superin- 
tendents, chief engineers, electrical and mechanical engi- 
neers of the principal industrial, public utility and service 
institution plants throughout the country. 


A brief analysis of the power plant market as it concern= 


your 


products, 


the distribution of POWER PLANT 


ENGINEERING subscribers by industries and other useful 
information will be presented on request. 
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Charter Member A. B. C.—A. B. P. 


Jackson Boulevard, Chicago, III. 
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NEXT MONTE 


The October issue will be devoted almost ex- 
» comprehensive report of the fif- 

wual conference of the National Indus- 

ml Advertisers Association to be held at the 
ter Beach Hotel, Chicago, Sept. 22-24 
ting is the outstanding activity of the 

e industrial advertising and marketing 

he talks to be given at that time will 

se phases of marketing activity which are 

t significance today. For the subjects 
which will be reported, read the 

tory starting on page 16 of this 

he October issue will be one which you 

y want to keep on file for ready 


ughout the year 


* 


Nolshed monthly, except October, semi-monthly, 
4 Advertising Publications, Inc., at 100 East Ohio 
4. Chicago. Telephone: Delaware 1337. New York 
Wee: 330 W. Forty-Second Street. Telephone: 
W.9-4432. San Francisco, Russ Bldg.; Los Angeles, 
6S. Hill S:.; Atlanta, Walton Bldg. Single copies, 
V cents, § oscription, $1.00 per year. Canadian 
"4 foreign ubscriptions, $1.50 a year. Entered as 
*cond clas. matter December 22, 1936, at the 
Pett office a+ Chicago, Illinois, under the Act of 
March 3, 1879, 


right, "37, Advertising Publications, Inc. 
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A GOOD CATALOG DESERVES A GOOD FILE 


Engineers and industrial buyers say that Sweet's makes 
better catalog files than they can make for themselves. 
Pictured here is one of four separate Sweet's Catalog 
Files which serve, respectively, four separate indus- 
trial markets: consulting engineers and contractors, 
power plants, process industries, mechanical indus- 
tries. Your catalog, specially prepared, and distrib- 
uted in any or all of these files has a permanent 
place in what thousands of buyers have designated 
their most useful source of buying information. 


SWEET’S CATALOG SERVICE 


119 WEST FORTIETH STREET + NEW YORE 
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FOR FULL DETAILS 
ON BOTH PAPERS SEE 


L 


ABC Statements covering the circulation of our two papers prove 
only one phase of our leadership in air conditioning. 


They do not show how, by editorial dominance, we convert this 
finest of circulation into sustained reader interest. 


They do not show how, by constant research and market analysis, 
we help to open up new sales possibilities in air conditioning—how 
we help advertisers make their dollars invested with us the most 
productive dollars they use in furthering air conditioning sales. 


HEATING. PIPING & AIR 

CONDITIONING ... Ne. 1 

Paper for effective coverage 

of important consulting engineers and contractor, © 
industry and large buildings—KEY MEN in -elling | 
commercial and big-building air conditioning market 
month this paper carries the Journal Sectir of the & 
Seciety of Heating & Ventilating Engineer< 


They do not show that we carry the largest volume of air condition- 
ing advertising in our fields. Shrewd advertisers have found out! 


JANUARY—the Show Windows of the Industry 


The January issues of HEATING, PIPING & AIR CONDITIONING and 
AMERICAN ARTISAN are Annual Directory Numbers—the ACCEPTED SL 
buying guides to air conditioning’s two great markets. These books will 

be used—throughout next year—by the men who write specifications and IN RESIDENTIAL 
let contracts. 


ADDED INTEREST—each book also will contain a complete preview of 


the 5th International Heating, Ventilating & Air Conditioning Exposition 
at New York, January 24 to 29. And regular schedule rates apply! 


Be sure to adequately display your products in these “show windows of 
the industry.” Make space reservations NOW. 


* Write us to place you on our mailing list to receive “Trends,” our monthly bulletin 
which keeps you posted on new developments in BOTH air conditioning markets. 
No obligation, of course! 


AIR / 
CONDITIONING/ / 


AMERICAN ARTISAN .. . 
Ne. 1 Paper fer effective 
coverage of the aggressive. 
business-producing dealers——KEY MEN whe 
er out in the residential air conditioning m™ 


KEENEY PUBLISHING COMPAN' 
| Air Conditioning Headquarters +  6N. MICHIGAN AVE., CHICAG 





ARE IN FOR 1937 


ROCK PRODUCTS shatters all records and main- 
tains unquestioned leadership. 


FIRST in display advertising volume 

FIRST in individual paid subscriptions 

FIRST in foreign subscriptions : 

FIRST in reader acceptance because it is editori- 
ally complete and authoritative, concise, 
well illustrated and presents all the infor- 
mation of value to the industry. 

ROCK PRODUCTS gives your sales message the 
absolute minimum in waste circulation. The sub- 
scribers, all key men in each plant, pay two and three 
times as much for each subscription as for any other 
paper in the field, therefore they represent a higher 


purchasing power. 


ROCK PRODUCTS 


205 West Wacker Drive 
Chicago, Illinois 
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TO THE ELECTRICALLY 
OPERATED MACHINE, 
APPLIANCE AND 
DEVICE MARKET 


rr. 


en 


tHroucy tae OCTOBER 
3°29 ANNUAL PRODUCT 
DESIGN NUMBER 


GEARED FOR RESULTS TO ADVERTISERS: 


OCTOBER, 1936 BOUQUETS 
reaches a fitting climax in October ELECTRICAL MANUFACTURING— oc Chaves One SS en ee ee 


W The year's publishing program on product design and engineering 


Jevelop 


the 3rd Annual Product Design Number. magazine to date on product 


me 


The tremendous buying power of this active resale market is brought into viedo eee. a 
sharp focus, creating a substantial opportunity for effective and timely i Your second Annual Product Desig 


* . . Number and want to congratulate y 
advertising cultivation. on @ very fine job. The editorial matter 
The eyes of all designers, engineers and executives, controlling the pur- wnt - Llactate cies 


chases of materials, parts, equipment and finishes, will be upon the October I 'had occasion to see your first Prod 
issue. Interest will be at maximum. sahe © oma. emmy Montosting edtlion. 

The publisher has carefully set the stage with the readers playing a very a eo 
important role in creating the special editorial content. Five readers, suc- “On returning from the East yester 
cessful in the recently conducted ELECTRICAL MANUFACTURING Prod- | = 22", found the October preg ee pesae 
uct Design Contest, will have their prize-winning manuscripts featured in | soaty qutendinn job. It is the first 
the issue. there =. 


Advertisers selling this market will use October ELECTRICAL MANU- ain 
FACTURING to give impetus to their buyer cultivation. 


THE GAGE PUBLISHING CO., 232 Madison Ave., New York, Ni. Y. — 


MAKE SPACE 


Red fhers Lh Ne huste since 1892 RESERVATION 


ELECTRICAL MANUFACTURING "®*- 
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Because it has a direct bearing on the per- 
sonal comfort and well-being of the public in 
general, automatic heat and air conditioning 
today is enjoying a more wide-spread public 
acceptance than ever before. As a conse- 
quence, this industry has been experiencing a 
phenomenal growth, recording gains over a 
long period, consistently in excess of 40°%/,. 
With new construction and modernization on 
the upgrade, these remarkable gains will con- 
tinue to soar. 


The amazing progress of the automatic heat 
and air conditioning industry as a whole may 
be attributed in a large part to its dealer 
group. Forceful, aggressive specialty mer- 
chandisers, every one of them, many of these 
men have been attracted, from over thirty 
other closely allied fields, by the lucrative pos- 
sibilities held open to them by automatic heat 
and air conditioning. 





DOMESTIC\o 





These are the men who depend on AUTO- 
MATIC HEAT and AIR CONDITIONING, the 
only publication devoted exclusively to their 
interests, for their merchandising and engineer- 
ing information. They are receptive to new 
ideas; they are ever on the alert for additional 
lines of merit and they look to AUTOMATIC 
HEAT and AIR CONDITIONING for guid- 


ance when making their choice. 


If yours is a product which fits into the auto- 
matic heat and air conditioning picture... 
if you are anxious to place your story before 
your most responsive audience .. . your great- 
est selling opportunity lies in reaching ALL of 
these men. AUTOMATIC HEAT and AIR 
CONDITIONING makes it possible for you to 
do so through a single medium. Further infor- 
mation concerning this industry and its publi- 
cation will be furnished upon request. 
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PUBLICATIONS 


1900 PRAIRIE AVENUE, CHICAGO 





IDE BUILT Exclassve/y FOR... 


Making plumbing and heating 
products EASY TO BUY has been 
one of the prime functions of the 
PLUMBING AND HEATING CATA- 
LOG-DIRECTORY from the time it 
was conceived sixteen years ago. 
That this Big Orange Book has per- 
formed this function successfully 
during this period, is evidenced in 
the acceptance it has been accord- 
ed by all the important buyers and 
specifiers of plumbing and heating 
materials. 


These men recognize in this an- 
nual volume their only concen- 
trated source of purchasing data. 
To them the Big Orange Book has 
proven indispensable in their day- 
to-day buying activities. When a 
purchase is under consideration 
they've become accustomed to 
looking first to the PLUMBING 
AND HEATING CATALOG-DIREC- 
TORY. In this manner it augments 
the manufacturer's individual cata- 
log and promotional material. But 
it does more. Because it makes 
his product information readily 
available, it assists the salesman, 


in his absence, in the closing of 
sales. 


The PLUMBING AND HEATING 
CATALOG-DIRECTORY is distrib 
uted each January. For the con- 
venience of those manufacturers 
who add new products to their 
lines or alter their current lines, a 
Mid-Year Supplement is distributed 
in July to the regular users. Thus 
a complete year around service 
for the manufacturer is effected. If 
your product has an application 
in the plumbing and heating field, 
it is of utmost importance that the 
data concerning it be placed be- 
fore the users of the PLUMBING 
AND HEATING CATALOG-DIREC- 
TORY. These are the men you 
must first influence before it can 
get proper acceptance of the entire 
field. A staff skilled in the prepara- 
tion of catalog material is at your 
disposal. 


For complete details of the services 
available to you through the 
PLUMBING AND HEATING CATA- 
LOG-DIRECTORY write the pub 
lishers. 








jve, fast-moving industry even in 
, years, plumbing and heating at 
present time is establishing new 
ime highs. As the surge of 
construction and modernization 
es upward, all previous records 
J unquestionably be shattered. 
ating, in a normal period, an 
wal business of a billion dollars, 
plumbing and heating market is 
cy expanding so rapidly it will 
m know no bounds. 


pvast has this market become... 
»geat have become its potentiali- 

... it can no longer be amply 

d by any SINGLE publication. 
»>do a COMPLETE selling job in 
is field, it definitely requires TWO 
> - one to reach the TOP 
wp of plumbing and heating men 
one to reach the ENTIRE industry. 


om its inception, almost fifty years 
», DOMESTIC ENGINEERING has 


PLU 


1 this \ssee 


Circulation © 


wer. 55,000 


faithfully, untiringly served the for- 
mer group. Now, to supplement and 
further the scope of the time-tested 
and time-PROVEN service it is ren- 
dering its industry, the publishers of 
DOMESTIC ENGINEERING through 
its tabloid publication, PLUMBING 
and HEATING NEWS, have made it 
possible for the manufacturer to place 
his sales message before every man 
in the industry. 

Only through DOMESTIC ENGINEER- 
ING and PLUMBING and HEATING 
NEWS can blanket coverage of the 
plumbing and heating market be ef- 
fected. Prevailing low rates make 
possible an ECONOMICAL as well 
as a thorough selling job. No adver- 
tising program is complete in the 
plumbing and heating field unless it 
includes DOMESTIC ENGINEERING 
and PLUMBING and HEATING 
NEWS. Write for details on this huge 
market and the papers that serve it. 








Prior to the introduction of the AIR CONDI 
TIONING BLUE BOOK during 1937, the need 
had long existed in the heating and air condi- 
tioning field for a CENTRALIZED source of 
buying and specifying information that would 
be both complete and authoritative. How 
amply this book has met this need, is being 
convincingly attested to by thousands of users 
whose enthusiastic words of approval are con- 
stantly reaching the publishers. 


At every stage of progress on their heating 
snd air conditioning jobs, from preliminary 
conferences over their drafting boards, through 
to the actual installation, these men who so 
directly influence purchase or specification of 
equipment have continual need for the product 
and technical information which is available to 


them ONLY in the BLUE BOOK. 


These men are a busy lot and for this reason 
the AIR CONDITIONING BLUE BOOK is 
designed to facilitate their use of it. The 





convenience of the buyer and specifier are 


kept uppermost in mind in the layout of the 
book so that, in a matter of seconds, he may 
locate any desired information This is of 
direct benefit to the manufacturers whose 
catalog data appears in the AIR CONDITION- 
ING BLUE BOOK, since, wherever their prod- 
ucts are listed in the classified directory 
section, a prominent dot (e) refers the user to 
the catalog pages. In this manner the prod- 
ucts thus cataloged are most likely to be 
given FIRST consideration at a time when 
purchase or spec fication is most imminent. 


To obtain such consideration of his products 
no manufacturer of heating and air condition- 
ng equipment can afford to overlook the AIR 
CONDITIONING BLUE BOOK. His catalog 
material BELONGS in this important volume. 
Reservations for the 1938 AIR CONDITION- 
ING BLUE BOOK are now being made. Com- 
plete details. including rates, agency com- 
missions, etc., will be sent upon request 
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1900 PRAIRIE AVENUE, CHICAGO 
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the cou fire is lit... 


HOW! BROTHER 

By smoke writing and carrier pigeon—by 
swift runner and heliograph, word has 
reached the council fire that the braves of 
many tribes are on the march and will 
assemble in full force at the big 15th 
Annual Pow-wow of the NIAA, September 
22, 23, 24, at Chicago. 

Important plans will be discussed—ex- 
tensive exhibits of successful advertising 
and sales promotional material displayed 
and valuable *‘Hows”’ presented by indus- 
trial sales and advertising directors. 

Of course, pleasure has had its full con- 
sideration—banquets, night clubs, bath- 
ing, golf—and bows and arrows for those 

ly § who prefer. 
HOW od PPfustriat tag and Use Them More Mr. H. D. Payne, Chairman, 2145 Walnut 
ar Street, Chicago, Ill., will gladly accept 


to Write Be 
vely ° P 
HOW Effecti your reservation or send further informa- 


tion—write him. 


| Prepared by The Buchen Company, Chicago 
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By covering a broad market possessing rich potentialities— ee Se WTs 


all industrial plants having the common problems of power 
production and utilization and known to have adequate 
buying power—a large, select group of hand picked 
plants in every important industry. 

An intimate contact with the engineers and 
industrial executives responsible for power 
production and for equipment or plant opera- 
tion and maintenance is provided by 
INDUSTRIAL POWER. 

It reaches the greatest number of men 
charged with these functionsinthegreat- 
est numberof worth-while plants. It has 
the highest (both quality and quan- 
tity) demonstrated reader interest. 

If effective advertising can 
help increase your sales 
volume— it will pay you to 
investigate INDUSTRIAL 
POWER and then let it 
work for you. 
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SERVICE INDUSTRIES a 
64 Miscellaneous power plants, central heating, e'- 
"366 Ice manufacturers and cold storage plants 


2176 Power laundries, cleaners and dyers 
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If you would sell Industrial America 
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A MILLION DOLLAR FACTORY 


CAN’T SPEND 
A NICKEL! 


A factory can't buy new equipment! It's the people in it who sign their names 
to orders. That's why Mill & Factory goes to men — not companies. More than 
94% of Mill & Factory's circulation is by personal copy to the known buying 
factors in industrial plants. 

You'll see from our listing in Standard Rate & Data Service that “practically 
entire subscription list purchased by a syndicate of . . . distributors . . . mailed 
by the publisher . . . in individual wrappers to lists furnished by them.” 

Industrial distributors — salesmen —in the front line trenches of machinery 
and equipment selling — supply the names of men who say “Yes” to orders . . . 
and pay to have Mill & Factory sent right to their desks. Its editorial pioneering 
and vigorous editing takes them into the magazine — your advertising. well 
reproduced on high-grade coated paper, does the selling job. 

Mill & Factory alone offers circulation of more than 20,000 by personal copy 
to the people who specify and buy plant equipment. 
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Advertising Offices: NEW YORK — 205 E. 42nd Street; CHICAGO — 333 N. Michigan Avenue 


Pexsonal Copy CIRCULATION TO THE Known INDUSTRIAL BUYING FACTORS 
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@ FOLLOWING closely general in- 
dustrial activity, coal, metal and non- 
metallic mining, quarrying, milling, 
smelting and refining are experienc- 
ing some very profitable times right 
now and stimulating the market for 
practically all types of industrial 
goods in addition to specialized equip- 
ment. 

Approaching the winter season fo- 
cuses attention on the coal industry 
which is undergoing major changes in 
thought and operation. The indus- 
try is rapidly becoming sales and 
merchandising minded, awakened 
perhaps more than anything else by 
the march stolen on it by the oil 
and gas industries in merchandising 
their products for heating. Prodded 
on by the swift development of stok- 
ers for both industrial and domestic 
uses, the coal industry has been re- 
vitalized and is making bold strides 
ahead. 


The coal industry has had many 
problems to contend with, chiefly 
labor and price sniping. With pass- 
age of the Guffey Act, however, the 
industry has arrived at a new point 
of stabilization and understanding 
and now has a basis on which to plan 
and build toward the future. And 
when it is realized that about two- 


Current Trends in 
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Reg. U. S. Pat. Off. 


SEPTEMBER, 1937 


Mining and Buarrying 


thirds of every dollar spent in the 
production of coal is for labor, it is 
not difficult to visualize the market 
that exists here for ingenious equip- 
ment and industrial goods of many 
characters. 


Mechanization is the order of the 
day in the coal industry and all other 
mining fields as well. Underground 
Operations are employing powerful 
mechanical coal cutters and coal load- 
ers, storage battery and trolley loco- 
motives. The trend is toward elec- 
trification at every point. Slope and 
drift entry mines are making exten- 
sive use of conveying systems for 
bringing coal to the surface. Com- 
pressed air is being used in many in- 
stances for shooting the coal instead 
of explosives, injecting a new safety 
angle and resulting in less break- 
age of the coal. 


@ Cleanliness in fuel, a marketing 
idea advanced by oil and gas, had 
to take its place in the cov! indys- 
try as well. This situation has given 
impetus to the development of im- 
proved methods for preparing “dirty, 
black coal”—literally washing its face 
and combing its hair to take its 
place alongside its slicker competition. 
These new plants are intriguing be- 
cause of the skill and efficiency with 


























which they take the product as it 
comes to the surface as a mass of 
carbon varying from dust to huge 
chunks, and with some _ manual 
assistance, removes undesirable ma- 
terial, then washes it, sizes it, treats 
it for dust and loads it into cars 















Because of the relative insolation of so many units 
in the mining and quarrying industries, business 
papers serving these fields render a wanted serv- 
ice in keeping readers posted of important trends 






















Cooling Megms's Lower Levels 
by Mecham a! 
Rebigeretion 
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Manufacturers selling to the mining and quarrying industries back up their sales efforts with 
informative copy in the advertising pages of industrial publications which serve these fields 





to be taken to market. One of these 
massive modern plants embodies large 
industrial 


quantities of equipment 


and supplies of many characters. 
During 1936 there were 101 plants 
of this type either newly installed 
or rebuilt and modernized in the 
United States, according to Coal Age. 
@ The improvement of coal prepara- 
tion facilities also has contributed 
considerably to further extension of 
strip mining activities, a less expen- 
sive method of producing coal. By 
methods 
this cheaper grade of coal has been 
This activity has 


resulted in an increasing market for 


the improved preparation 


made marketable. 


power shovels, motor trucks and huge 
trailers for transporting the coal 
from the pits instead of by locomo- 
tives and track. Bulldozers, tractors 
and roadmaking equipment also have 
found markets in this field. 

With the demand for additional 
power because of the increase in 
mechanization in the coal industry 
has come many new power plants. 
The field is also a growing market for 
electric motors with new preparation 
plants utilizing from thirty-five to 
150 electric motors each. 

In considering the mining indus- 
try, regardless of its various divi- 
sions, it should be remembered that 
it is a growing market. When a new 
industrial plant is equipped and 


placed in operation, it may remain 


14 


as is for many years, but a mine 
extends itself as operations progress 
and continually requires additional 
equipment. One copper mine is said 
to grow about thirty-six miles a year, 
so far as its lines of operations are 
Thus we see the mining 
*industry is an ever growing market. 


concerned. 


Activity in the iron ore mines 
strives hard to match the produc- 
tion of steel. Mining and Metal- 
lurgy foresees 70,000,000 long tons 
shipped from Lake Superior fields 
this year, which would be an all-time 
record. About eighty-five per cent 
of iron ore shipped in 1935 came 
from that region. 

Gold and silver mining is spurred 
by a waiting government market 
with attractive prices, while Mexico 
hurries to supply our demand for 
commercial silver. Favorable prices 
for these metals have affected the re- 
opening of many mines long un- 
worked. At prevailing prices, and 
with the aid of today’s efficient min- 
ing equipment, ore from many of 
the smaller mines can now be han- 
dled at a profit. Custom mills for 
refining the concentrate or ore are 
springing up throughout the fields to 
serve them. Tailings and dumps are 
even being reworked with profit. 

@ With the electrical industry at its 
peak and the frantic race for arma- 
ments, copper holds its fourteen-cent 
price firmly and production contin- 


ues upward. At the prevailing price 
the industry is experiencing splendid 
profits and the demand has stimu- 
lated additional operations by the 
stripping method. This, of course, 
favorably affects the demand for ex- 
cavating and handling equipment 
and in this field considerable experi- 
menting is being done on transpor- 
tation methods, using trucks, huge 
trailers and conveying systems. Die- 
sel power is on the increase in all 
branches of mining. 

Throughout the mining industries 

there is constant vigilance for the 
safety and health of workers. One 
large unit of the’ industry in con- 
nection with its modern hospital 
has a corridor of sun lamps through 
which all men pass stripped on a 
conveyor when they come to the 
surface after the day’s work under- 
ground. 
@ The mining industries are enjoy- 
ing good times, reports Engineering 
and Mining Journal, and the eyes 
of the management are now focused 
on further expansion, economy and 
efficiency in production like all other 
industries in order to maintain prof- 
its in the face of rising costs. Ad- 
ditional interest is being exhibited in 
the metallic mining fields in labor 
saving methods in anticipation of 
what might be expected in the na- 
ture of labor problems. New ideas, 
therefore, are welcome. 

Characteristic of the non-ferrous 
metal mining industry, says The 
Mining Journal, is its willingness to 
junk machisery irrespective of its 
age or physical state when new equip- 
ment can be found which lessens op- 
erating cost even but a very small 
amount. A fraction of a cent a 
ton in handling costs, it points out, 
often makes a considerable difference 
in profits. Furthermore, mining ma- 
chinery, even under the best condi- 
tions is short lived due to the char- 
acter of material being handled. 

Although all underground mining 
always has required extensive ven- 
tilating systems, air conditioning in 
a broader sense is now being installed 
in some mines for cooling and condi- 
tioning in other respects. Carrier 
Corporation is instalfng a cooling 
system in the 3,400, and 3,600-ft. 
levels of the Magma copper mine at 
Superior, Ariz. 

Application of ball and roller bear- 
ings to underground transportation 
equipment has advanced rapidly and 
lubrication of equipment also is now 
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approached from an_ engineering 
angle. Steel ties are replacing wooden 
ones because of the ease with which 
they may be installed and moved 
about. Cast steel, heat treated tread, 
mine car wheels are used to reduce 
the weight of equipment and break- 
age. 

Production of rock products— 
cement, lime, gypsum, crushed stone, 
sand, gravel, silica, etc.—is running 
fifteen to twenty per cent above 
1936, according to Rock Products. 

Since the first of this year approx- 
imately 1,000,000 tons a year has 
been added to the capacity of the 
lime industry—all in the form of new 
rotary kiln plants. The tendency 
now is to build rotary kilns 
250 to 400 feet long, whereas prior 
to these new plants few if any lime 
kilns were longer than 150 feet. 

In the cement and gypsum indus- 
tries two of the largest producers— 
Universal Atlas Cement Company 
and National Gypsum Company— 
are engaged in extensive plant re- 
building programs extending over 
this year and part of next. 

The other chief developments in 
the cement industry have been the 
wholesale adoption of direct-firing 
coal mill units, heat recuperators and 
clinker-quenching devices, and added 
refinements in grinding procedure, 
such as air separators and multiple- 
stage grinding. 

@ In the aggregate industries— 
crushed stone, sand, gravel and slag 
—the trend is toward more sizing 
equipment (screens, classifiers, etc.), 
and more attention to proper grada- 
tion of finished material. This has 


lime 





One of the most recent developments 
in the quarrying industry is the lime 
-— plant involving equipment such 
as this Brooks-Taylor plant built by 
the Chicago Bridge & Iron Company 





more reduction crushers and 
material handling equipment. 

Ready-mixed lime mortar made by 
a patented process which ages lime 
putty in a week or ten days is tak- 
ing hold in the large city areas, much 
as the ready-mixed concrete started 
a few years ago. 


meant 


@ Some notable changes have oc- 
curred in the non-metallic-minerals 
industries in recent years, and some 
of the more recent ones are spread- 
ing rather broadly since the depres- 
sion, Pit & Quarry points out. 

Among _ important 
changes may be mentioned first, be- 
cause of its widespread effects, the 
substitution of mechanically or elec- 
trically vibrated screens for the older 
and formerly very common revolv- 
ing type in order to meet material 
specifications as drafted by state and 
federal departments which have be- 
come each year more strict in their 
demands for well-graded and washed 
aggregate. 

Portable plants for the crushing, 
screening and washing of aggregate 
are winning the favor of non-metallic- 
mineral producers operating perma- 
nent plants to overcome the diver- 
sion of business from permanent 
plants to portable plants owned by 
government divisions and concerns 
outside the aggregate industry. This 
diversion not only reduced the nor- 
mal demand for road material, but 
caused further disturbance to the in- 
dustry’s stability by switching road 
funds that remained available from 
higher-cost roads (such as concrete} 
to lower cost roads, the materials for 
which were often obtainable from 
road-side pits or quarries at or near 
the actual site of the construction 
work. As their name implies, port- 
able plants are mounted on wheeled 
frames and, even though they often 
comprise complete crushing, elevat- 
ing, screening and washing equip- 
ment, can easily be drawn by a truck 
from one job to another. 

Demand for low-cost roads has 
furthered the use of bituminized ag- 
gregate (gravel, crushed stone or 
blast-furnace slag coated or impreg- 
nated with bituminous material and 
suitable for laying hot or cold) and 
“stabilized” road material (a com- 
bination of aggregate, binder-soil and 
some moisture-conserving agent, such 
as calcium chloride or sodium chlo- 
ride). Since aggregate is the chief 
ingredient in both types of material, a 

number of aggregate producers have 


mechanical 
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Two electric eyes are used in this Link-Belt Simon- 
Carves coal washery to operate the refuse discharge 


Belt conveyors are replacing other types of materials 
handling equipment in some mining, quarrying fields 


Huge power shovels and big capacity trailers are now 
used extensively in expanding strip mining operations 








purchased equipment for making 
them, thus taking to themselves the 
profit that would otherwise go te 
highway departments or highway 
contractors. It is expected that this 
trend will continue as long as the 
need for low-cost roads exists. 

As aggregate is the principal con- 
stituent—at least so far as bulk is 
concerned, of concrete, aggregate pro- 
ducers have shown a natural interest 
in that product. Limited at first to 
the making of concrete products, 
such as blocks and tiles, this interest 
spread later to ready-mixed concrete 

(Continued on Page 56) 
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' NATIONAL INDUSTRIAL ADVERTISERS 
ASSOCIATION 








@ INDUSTRIAL 
marketing executives throughout the 
United States and Canada are eager- 
ly looking forward to Sept. 22-24, 
when the fifteenth confer- 
ence of the National Industrial Ad- 
vertisers Association will be held at 
Chicago in the Edgewater Beach Ho- 


advertising and 


annual 


tel. From the standpoint of pro- 
gram and attendance, the meeting is 
destined to be the most outstand- 
ing in the history of the association 
and one of the most instructive and 
stimulating to the industrial adver- 
tising vocation. 

Advertisers Associa- 
tion, Chicago chapter of the N.1.A.A., 
will be host to the conference with 
the assistance of its neighbor chap- 
ters, Industrial Marketing Council of 
St. Louis and Milwaukee Association 
Advertisers. W. D. 
Murphy, advertising manager, Sloan 


Engineering 


of Industrial 
Valve Company and past president 
of E.A.A., is 
chairman; serving with him are vice 
chairmen Oakleigh R. French, O. R. 
Agency, St. 


general conference 


Advertising 
president of the St. 


French 
Louis, Louis 
chapter, and E. J. Goes, advertising 
Koehring 


president of the Milwaukee chapter. 


manager, Company, past 


The N.LA.A. annual conference is 


the high point of interest in the in- 


dustrial advertising year and may be 
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N. 1A. A. Awaits its 








Greatest Conference 


at Chicago... 
Sept. 22-23-24 


attended by any person interested or 
engaged in any phase of selling in- 
dustrial machinery, equipment, ma- 
terials or supplies. In the last few 
years, because of the growing inter- 
est in marketing and advertising on 
the part of top executives, many 
from that classification of business 
men have attended and participated 


“in the conference and derived ma- 


benefits and enlightenment 
from it. To the man whose every- 
day duties are in these vocational di- 
visions, the conference is a source of 
invaluable ideas, inspiration and as- 
sociation. All are invited and urged 
to attend the meeting without ob- 
ligation to membership. 


terial 


@ In addition to the regular pro- 
gram of talks, other educational fea- 
tures of the meeting include the ex- 
hibits of publishers and suppliers and 
the display of panels of members’ ad- 
literature for which 
awards are given under six classifi- 
Social features of the con- 
ference include a welcome luncheon 
on the first day, reception by the 
publishers that evening, and banquet 
and entertainment on the second eve- 
ning. Special entertainment for 
women guests includes breakfasts and 
luncheons, golf, theater parties, sight- 
seeing and shopping tours, which will 
be under the direction of Mrs. W. 
D. Murphy, chairman, Ladies’ Hos- 


vertising and 


cations. 


pitality. 
The program for this year’s con- 
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ference has been built and will be 
under the direction of Rudolf W. 
Staud, sales promotion manager, Ben- 
jamin Electric Mfg. Company, Des 
Plaines, Ill., chairman of the pro- 
gram committee, and assistant chair- 
man Herbert W. Stoetzel, manager 
sales promotion, Republic Flow Me- 
ters Company. Subjects which will 
be developed by authoritative speakers 
at the three day meeting were se- 
lected following a six-months’ sur- 
vey among industrial advertising and 
marketing executives throughout the 
nation to determine the problems on 
which these men need assistance and 
clarification. 
















In keeping with the term “con- 
ference” as applied to the meeting, 
ample time has been scheduled on 
the program to permit discussion 
from the floor on all subjects to fos- 
ter the exchange of experiences which 
contributes greatest value to a con- 


r 
iL 


s 





& 


MILO E. SMITH 


Vice-President 


McDONO 


V ice-Pres! 


KNIS 


Presi 


F. O. WYSE 


Vice-President 





ERVIN J. GOES 
Vice-Chairman 
General Conference 
Committee 
ference of this character. In order 
to do this the program has been es- 
tablished on a time basis which will 
be strictly adhered to and controlled 
by a system of signal lights devised 
by Mr. Staud. This practice will 
enable full participation in the meet- 
ings without interference with the 
entertainment and_ social 
which have been planned for the 


activities 


guests. 

@ With but one or two exceptions, 
every topic on the program begins 
with a “how to” or a “why to,” 
which is indicative of its practical 
and educational character, designed 
especially to make attendance worth 
while and give members something 
tangible which they can take home 
and apply in their own work. 

11:00 A.M. Wednesday 


Starting out along this thought, 
the program will get under way, fol- 
lowing formal preliminaries, Wednes- 
day morning with G. D. Crain, Jr., 


R. P. DODDS M. R. WEBSTER 


Secretary-Treasurer Headquarters Secy. 


WILLIAM DONALD MURPHY 
Chairman 
General Conference Committee 


publisher, INpusTRIAL MARKETING 
and Advertising Age, pointing to 
“The New Opportunities Confront- 
ing the Industrial Advertising and 
Sales Promotion Executive,” passing 
on to his listeners a wealth of spe- 
cific suggestions for making their 
work of greater value to their em- 
ployers and industry in general, based 
on his contact with hundreds of in- 
dustrial executives to determine what 
they want and expect advertising di- 
rectors to accomplish with the money 
they spend. 

11:15 A.M. Wednesday 


The existing and waiting market 
for industrial goods, ripe for culti- 
vation with aggressive and _intelli- 
gent sales promotion and advertising, 
will be detailed by Howard Ehrlich, 
executive vice-president, McGraw- 
Hill Publishing Company, empha- 
sizing “The Greatest Industrial Mar- 
keting Opportunity in at Least Twen- 
ty-three Years.” 

11:30 A.M. Wednesday 

Once under way, the program will 
click off briskly with specialized sub- 
jects such as “How We Codordinate 
Our Sales and Advertising Activi- 
ties,” with Harry Neal Baum, ad- 
vertising manager, Fairbanks, Morse 
& Co., giving the benefit of his ex- 
perience and study and presenting an 
outline of the fundamental factors 
for achieving such  codérdination. 
Discussion of this subject will be led 
by S. D. Mahan, general advertising 


INDUSTRIAL MARKETING, September, 1937 


OAKLEIGH R. FRENCH 

Vice-Chairman 

General Conference 

Committee 
manager, Westinghouse Electric & 
Mfg. Company. 
12:30 P.M. Wednesday 

Welcome to N.I.A.A. Luncheon. 
2:30 P.M. Wednesday 

The moot question of indirect vs. 
direct action advertising comes in for 
consideration and E. T. Gundlach, 
president Gundlach Advertising 
Agency, Chicago, in his discussion of 
“How Present Day Tendencies in Di- 
rect and Indirect Action Advertising 
Affect Industrial Advertising,” will 
show that figures clearly indicate that 
the first and foremost reason for ad- 
vertising in the industrial market is 
the power of indirect action. 
3:15 P.M. Wednesday 

Copy, the all important ingredient 
of any successful advertising, will be 
ably covered by Kenneth M. Goode, 
author of a number of best sellers 
in advertising, including “How to 
Write Advertising,” ‘Showmanship 
in Business,” and “Turning People 
Into Gold.” Mr. Goode’s subject will 
be “How to Add Sales Power and 
Apply Showmanship to Industrial 
Copy.” 
4:00 P.M. Wednesday 

The matter of “How Much Shall 
We Spend for Advertising and Where 
Shall We Spend It Profitably,” will 
be handled by Arthur W. Ramsdell, 
of Ramsdell and Haase, Division of 
Daniel Starch, commercial research, 
New York. He will outline how to 
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A few of the entries in the contest for a new em- 
blem for the National Industrial Advertisers Asso- 
ciation; the winner to be selected by a poll of the 
membership will be named at Chicago Conference 





build 
tising budget, pointing out the im- 
sales and ad- 


a profitable industrial adver- 
portance of realistic 
vertising account records; show why 
sales operations and advertising op- 
erations cannot be planned separately 
and how such records may be used 
as tools for building the advertising 
budget and the sales budget as well. 
4:45 P.M. Wednesday 

“How and Why to Use Letters in 
the Advertising Program” will consist 
of a series of case reports made by 
men who have used letters successfully 
and who have discovered some of the 
sccrets of developing the right kind 
Herbert V. Mer- 
cready, advertising manager, Magnus 
Chemical Company, will give a few 
tangible facts based upon his ex- 
perience in sending out 400,000 pieces 


of a mailing list. 


of mail during the current 
which is a lot of mail in the indus- 
. trial advertising department. K. A. 
Redfield, assistant general sales man- 
Rockbestos Products Corpora- 


a comprehensive 


year, 


ager, 
tion, will tell’ of 
system of mailings used to follow up 
salesmen’s initial calls on prospects. 
W. J. Ramsey, advertising manager, 
Mathews Company, will 
show how he has secured inquiries 
from direct mail advertising. E. L. 
Oldham, advertising manager, Cleve- 
land Rock Drill Company, will re- 
port on his rather unusual system of 
weekly 500 distributors 
and distributor salesmen. 


5:30 P.M. Wednesday 


Conveyer 


letters to 


Publishers’ Reception. 


9:30 A.M. Thursday 

The Thursday morning session 
starts off with one of the timely sub- 
the Industrial Adver- 
tising Manager Can Assist in the 
Public Relation and Employe Rela- 
tion Program in His Company.” 
Charles McDonough, advertising man- 
ager, Combustion Engineering Com- 
pany, and chairman of a special 
N.LA.A. study committee on this 
whole public relation question, will 
lead off the discussion of this sub- 
ject to be followed by a number of 
case reports on what industrial ad- 
vertising managers are doing in this 
phase of the company’s work. 
10:30 A.M. Thursday 

The next speaker, Lyndon O. 
Brown of Lord and Thomas, will give 
one of his brass tack presentations on 
“How to Organize and Carry on 
Market Research Activities and How 
to Apply the Facts.” Mr. Brown is 
also associate professor of advertis- 
ing and marketing at Northwestern 
University and the author of a new 
book on market research analysis 
which will be published in the near 
future. 
11:15 A.M. Thursday 

“How to Plan Catalogs and Prod- 
uct Bulletins and How to Use Them 
for Maximum Sales Results” will be 
-detailed by Frank W. Clary, adver- 
tising manager, Crouse-Hinds Com- 
pany, who has successfully produced 
one of the outstanding catalogs in its 
field. He will show how to obtain 
complete records of the items to be 
listed in the catalog, discuss prob- 
lems of classifying them into logi- 
cal groups, the question of distribu- 
tion of the catalog so as to eliminate 
as much waste as possible and similar 
problems faced by everyone who pro- 
duces a catalog. 

11:45 A.M. Thursday 

An innovation and perhaps one of 
the most interesting subjects on the 
program will be the panel session on 
“How to Eliminate Waste in Ad- 
vertising and Secure Greater Effec- 
tiveness from the Advertising Dol- 
lar.” This panel discussion will prove 
such phases as inadequate appropria- 
tion and under advertising; waste in 
distribution of printed matter; the 
problem of special issues and of im- 
proper make-up which buries adver- 
tisements; scattering of effort instead 
of concentrating on profitable activi- 
ties; competitive purchasing meth- 
ods; slow and inadequate follow up 


jects—"‘How 
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of inquiries and many, many other 
phases all of which contribute to- 
wards waste in advertising. 

The chairman of this panel is A. 
W. Seiler, president, Cramer-Krasselt 
Company, Milwaukee advertising 
agency, who has given a great deal 
of thought to the subject of waste 
in the marketing process. 


2:00 P.M. Thursday 


H. von P. Thomas, Bussmann Mfg. 
Company, St. Louis, one of the lead- 
ers in the development of the 
N.I.A.A. publishers’ statement form, 
will present from his experience and 
contacts the main paper on “How to 
Evaluate Publications—Methods of 
Quantitative and Qualitative An- 
alysis,” which will be followed by 
case and experience observations from 
a number of other men. 

2:45 P.M. Thursday 

In the questionnaires and other 
surveys conducted by the association 
during the last year exceptional in- 
terest has been shown on the subject 
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MRS. W. D. MURPHY RALPH E. 


Ladies’ Hospitality Entertainment 


of industrial motion pictures and 
slide films. L. B. Sizer of N. W. 
Ayer and Son, Inc., Detroit, who has 
made a special study of this subject 
for many clients, will outline “How 
to Use and Not to Use Industrial 
Motion Pictures.” He will attempt 
to answer the many questions which 
have been asked such as: What types 
of industries are best promoted by 
films? Can films be produced with- 
out outside professional assistance? 
Should the film deal with the con- 
struction or the application of an 
industrial product, or both? What 
is the relative place of the “talkie” 
over the silent film? What should 
the expenditure be in relation to 
the objective? How can we assure 
that the films will be used and what 
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VART G. PHILLIPS 


distribution methods have been found 
successful? When can the motion 
picture best be used as a merchan- 
dising tool? And many other ques 
tions of this type. The discussion 
will be led by the chairman of the 
Motion Picture Committee, Ralph 
W. Read, Promotional Films, Inc., 
New York, who has coéperated with 
Mr. Sizer in developing this program. 
3:45 P.M. Thursday 

“How Reading Habits Influence 
Choice of Media” will be revealed by 
Archibold Crossley, Crossley, Inc., 
New York, who recently caused to 
be interviewed 1,500 executives and 
engineers from coast to coast and 
several hundred different classifica- 
tions of distributors, contractors and 
other users of industrial goods. His 
talk will relate’ what he discovered 
by detail study of the reading habits 
of these men as to publications, cata- 
logs and house organs. 
4:15 P.M. Thursday 
Next 


on the program is a visual 


BERT R. GRAFF 


Hotel and Registration 


presentation of “The ABC’s of Indus- 
trial Advertising,” which was origi- 
nally prepared under the joint spon- 
sorship of the Chicago Dotted Line 
Club and the McGraw-Hill Publish- 
ing Company. Here is condensed in 
one hour and fifteen minutes the com- 
plete story of industrial advertising 
and industrial marketing. It has 
taken more than a year to pre- 
pare this presentation. This will 
include: “A Parallel Between the 
Job of Manufacturing Products and 
Manufacturing Orders,” H. E. Hilty, 
McGraw-Hill Publishing Company; 
“When the Executives Say ‘Show 
Me,’” H. A. Morrison, Simmons- 
Boardman Publishing Corporation; 
“Testing and Evaluating Business 
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Conference Committee 
Chairmen 
* 

Paper Advertising,” R. N. Whitting- 
ton, McGraw-Hill; “Education—The 
Job of Industrial Advertising,” Wal- 
ter Painter of Power Plant Engineer- 
ing, and “Another Approach on the 
Profit Value of Well Planned Adver- 
tising,” by Albert Hauptli, Jr., Mc- 
Graw-Hill. 
7:00 P.M. Thursday 

The banquet with entertainment 
will be held Thursday evening. 
9:30 A.M. Friday 

Friday morning will be devoted 
entirely to a series of parallel prob- 
lem clinics. Starting at 9:30 A. M. 
there will be two periods of one hour 
and forty-five minutes each. In each 
period there will be four simultaneous 
clinics in the form of round table 
discussions based upon the ques- 
tions asked and contributions prom- 
ised in the recent program question- 


Each chair- 
man has 
been assist- 
ed by a vice- 
chairman in 
both Milwau- 
kee and St. 
BOGS «+ < o 


P. M. GARDANIER 


Transportation 


naire which went out to members 
of N.ILA.A. and about 300 men en- 
gaged in industrial advertising. In 
the first period, from 9:30 until 
11:15 A. M., the following four clin- 
ics will be conducted in four differ- 
ent rooms of the Edgewater Beach 
Hotel. 


Clinic A-1—*‘Industrial Advertising 
and Sales Promotion Problems in Selling 
Through the Wholesalers,” C. F. Conner, 
manager of sales promotion, Mechanical 
Division, B. F. Goodrich Company, chair- 
man. Mr. Conner is chairman of the Sales 
Promotion Literature Committee of the 
American Supply and Machinery Manu- 
facturers Association. This committee has 
recently published a report answering such 
questions as: What tvpe of promotional 
literature do the distributors want? What 
kind of literature best assists the distrib- 
utor to secure more business? Why do 
distributors fail to use manufacturers’ lit- 









G. A. HANSEN 
Panels and Exhibits 


erature? What type of manufacturers” 
material is most helpful as a source of in- 
formation for the distributors’ salesmen? 
There will also be discussion on the prob- 
lem of distributor or supply house catalogs 
and the manufacturers’ participation in 
such catalog printing and distribution. 
There will be discussed the question of co- 
operative advertising with jobbers and the 
always important question of participation 
in exhibits, sales meetings and other local 
activities. 

Clinic A-2—*“How to Write Better Let- 
ters and How to Maintain and Develop 
Industrial Mailing Lists, and Use Them 
Effectively,” under the chairmanship of 
Homer J. Buckley, president, Buckley De- 
ment and Company. A vast interest has 
been indicated in this subject because vir- 
tually every industrial advertising depart- 
ment answers letters and realizes the need 
for improvement in the technique of let- 
ter writing and direct mail in general. 
Among questions discussed will be the fol- 
lowing: Do you believe there is any pres- 
tige, advantage or convenience in using 
metered mail? Can a successful campaign 
be carried on using penny postcards at fre- 
quent intervals rather than fewer letters? 
What place has a four-page letter, includ- 
ing reprints of ads, in an industrial adver- 
tising program? How should a mailing 
list be coded? How may mailing lists be 
used as a basis for sales control purposes? 
To what extent can salesmen be relied upon 
to keep mailing lists revised? 

Clinic A-3—"“Securing Greater Returns 
from Trade Shows and Exhibits.” The 
questions discussed will be: How much to 
spend on booths and displays; providing 
adequate attendance to handle the booth; 
plan of registering visitors; advance pub- 
licity of exhibits; distribution of literature 
and novelties or souvenirs at booth; how 
to plan and design the decorative back- 
ground; how to develop a method of check- 
ing results from trade shows and exhibits 
and many similar questions. 

(Continued on Page 70) 
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By HENRY B. FLARSHEIM 


Treasurer and Sales Manager 


THE COMMONWEALTH MFG. CORP., CINCINNATI 


How We Sell Industrial 
Equipment by Mail 


Here are some things you have been wanting to know about how mail order 
selling methods may be successfully adapted to marketing industrial specialties 


@ MOST of the things that “every- 
body knows” about marketing simply 
are not true. 

Now get mad if you want, but 
that’s exactly the way I feel about it, 
and I believe I can prove it. Cer- 
tainly our experience in selling nearly 
30,000 electric arc welders in the year 
and a half that we have been in busi- 
ness, starting absolutely from scratch 
seems to me to indicate that utterly 
unorthodox methods can be successful 
if you really have something to sell 
and then take every short-cut to sell- 
ing it. 

When R. R. Bollman and I started 
The Commonwealth Mfg. Corpora- 
tion, in a single room that served as 
factory, office, shipping department, 
warehouse, and everything else, the 
day after Christmas, 1935, all that 
we had of any importance was an idea. 
We believed that if we made an elec- 
tric arc welding machine, stripped of 
frills, gadgets and 
decorations, set a startlingly low price 
on it, and then offered it to the ga- 


all unnecessary 


rages, machine shops, factories, and 
every other kind of plant working in 
metal throughout the country, we 
wouldn’t have a real selling job—we 
would have production problems. We 
believed that these prospects would 
become customers if we could give 


them something they needed at a price 
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they could afford, provided we could 
tell our story forcibly enough so that 
they would understand it and _ be- 
lieve it. 

If we had gone “all around Robin 
Hood’s barn” in the usual involved, 


complicated, and costly method of 


having a manufacturer’s agent sell to 
a wholesaler, who would in turn sell 
to a retailer, who would be supposed 
to sell to the customer, we would 
move a few machines, but we would 
never get the volume of business 
which would enable us to put these 
welders into real mass production. It 
was only through mass production 
that we could possibly get our costs 
down low enough so as to make any 
real money. 

So, the only solution was to sell 
direct. 
@ I remember writing our first sales 
letter which we sent to a list of ga- 
rages—a letter which we have never 
been able to improve in any basic way. 
We didn’t start the letter by talking 
about welders at all. We started talk- 
ing about “cracked motor blocks, 
broken frames, torn fenders and body 
metal, all mean increased profits to 
you if you can weld them yourself.” 
With that introduction, speaking the 
garage man’s own language, we swung 
right into our song and dance about 
the remarkably low-priced arc weld- 


ing outfit which would make it pos- 
sible for the garage man to make these 
repairs himself and to make the profits 
which otherwise he would lose. We 
made him so eager to get these profits 
that he could already see them in his 
bank account. Once we created that 
mental attitude, it was a cinch to get 
him to send us an order blank and a 
$5.00 money order—the machines to 
be shipped to him sight draft attached 
for the balance. 

Most of my actual records on this 
garage mailing—and everything we 
used was carefully keyed and the re- 
sults recorded, checked, rechecked 
and double-checked—are gone with 
the Ohio River flood which rolled 
right over our plant. I do remember, 
distinctly, however, that some of these 
sales results were startling—$40 and 
$50 of directly traceable sales for each 
dollar spent for mailings. And then 
we went after other trades—and our 
success with each of the other trades 
seemed to be just about proportionate 
to the way in which we could see a 
welder from the other man’s point of 
view—the way we could talk the lan- 
guage of the machine shop, the can- 
ning factory, or any other particular 
set of prospects we were going after. 

We mail literature covering a spe- 
cific industry as often as our records 
show that we can afford to do it. 
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Every mailing is keyed and we never 
send out a second mailing—or third 
or fourth or fifth as the case may be 
—until we have checked up and 
found what volume of business the 
preceding mailing produced. If the 
particular field has proved to be a 
fertile one, we hit the ball again, and 
hit it as frequently as justifiable. 

As soon as repeated pounding gets 
to a point where returns diminish 
too badly, we let prospects in that 
particular industry rest for awhile, 
turn our concentrated attention to 
some other industry, and go back to 
this particular set of prospects later. 
@ We never repeat the same mailing 
to a particular prospect—if the man 
wasn’t interested in a particular ap- 
peal the first time, how in the heck 
can you expect him to respond to the 
same thing later on when you are at 
the disadvantage of having him feel 
that it is “old stuff” which he has 
seen before. A mew basic keynote ap- 
peal is necessary for cach mailing— 
the appeal of efficiency, 
pride, or any one of a score of others. 

We put in all kinds of enclosures 
—sometimes the contents of our mail- 
ing envelopes would practically fill a 
man-sized wastebasket. Each piece, 
however, has been carefully tested for 


economy, 


effectiveness—prospect lists have been 
divided with a mailing going out 
partly with the particular enclosure 
and partly omitting it. 

I have had a theory for years that 
it would be better not to have so 
many enclosures but instead to get all 
the basic facts on one broadside giv- 
ing complete information in logical 
order. I have had that theory and 
I have tried to prove it dozens and 
dozens of times, but I have never 
succeeded in demonstrating it on the 
record book. Grab-bag mailings seem 
to pull just as well and they are 
cheaper and more flexible than the 
elaborate and expensive broadsides. 


Now, naturally, lots of people 
wouldn’t buy by mail. They have 


So, to handle these sit- 
uations, we did mot go to the manu- 
facturer’s agent—jobber—dealer mer- 
ry-go-round. We advertised for sales- 


to be shown. 


men on a straight commission basis. 
When these men answered our ads, we 
presented our whole proposition to 
them. We showed them the opportu- 
nity for sales and profits right in their 
own territory. We didn’t give them 
a thing—even made them buy their 
But instead of just 


demonstrators. 
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Here are the contents of a typical mailing of The Commonwealth Mfg. Cor- 
poration on its arc welder—this particular one, however, also carried a tear 
sheet from a local newspaper with a story and picture of the spacious new plant 
into which the company was moving at the time, offered as evidence of the 
quality of its product which is credited for its phenomenal acceptance 





carrying a catalog like that of the 
jobber salesman, our agents put a 
welder on the trunk rack of their cars 
—take it into a garage or machine 
shop or factory, plug into the nearest 
electric outlet, and make a demonstra- 
tion right then and there. While we 
were organizing our force of salesmen 
and distributors, we received literally 
scores of telegrams reading something 
like this: “Took my demonstrator 
welder into XYZ garage, Shickshinny, 
Pa. Stop. They refused to let me 
take demonstrator out and paid for it 
then and there. Stop. Rush another 
demonstrator express C.O.D.” 

@ Some of the first salesmen are now 
distributors, controlling territories as 
large as whole states. One of the first 
men who started with us has just sent 
in an order for his third carload ship- 
ment of welders. Naturally, plenty 
of weak sisters fell by the wayside, 
but we have built up a real function- 
ing organization of distributors which 
sells goods. We not only sell our 
original low-priced 100-ampere weld- 
ers, but are selling new big machines 


—125 amperes—175—250—up_ to 





500 amperes. Our prices have gone 
up as the capacity of the machines 
increased. These factory distributors 
are now selling machines up to $390 
each—and they are doing it on the 
same old plan of finding a prospect, 
making a demonstration, and making 
a sale right then and there. 

In our mailings we don’t want in- 
quiries. What we are after is orders. 
Of course, a certain number of in- 
quiries result, and in “open territory” 
we follow these inquiries by mail and 
try to make the sale that way. In 
closed territories, we refer these in- 
quiries to our distributors, and have 
them do the follow-up and selling 
work. We require a distributor to 
make a report on the follow-up of 
an inquiry—and unless that report 
contains an order, he is “in the dog 
house.” When a man sends an in- 
quiry, that means, in our opinion, that 
he is ready to be sold—just asking to 
be sold. If our distributor can’t turn 
that inquiry into an order he is a 
poor salesman. 

We do send our general mailings 

(Continued on Page 42) 
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: CRANE? 


Crane Co. Sells Its Catalog in 
Publication Advertising 


@ THE CATALOG—a basic sales 
aid frequently prepared at a cost of 
thousands of dollars—is too often a 
“stepchild” as far as its presentation 
of an advertiser’s story in business 
paper advertising is concerned. 

Too frequently, mention of the 
catalog is relegated to a brief line or 
two at the conclusion of the main 
copy, or is confined to a coupon where 
space to describe the catalog’s merits 
is relatively limited. 

How to give the catalog more 
prominence in publication advertising 
—how to foster more widespread and 
consistent use of its catalog—was the 
problem which confronted Crane Co. 
in preparing its 1937 advertising cam- 
paign on valves, fittings and piping. 

The Crane catalog—largest of its 
kind in the world—contains details re- 
garding 38,000 items, in addition to 
valuable engineering data and tables. 
So complete is this catalog that, in the 
great majority of cases, specification 
for practically any type of job may 
be made directly from catalog pages. 

Crane Co. found, however, that the 
completeness of the catalog was not 
being stressed sufficiently in advertis- 
ing messages reaching industrial con- 
sumers of Crane products—that cata- 
log owners were not aware of the cata- 
log’s full usefulness. In many cases, 


it was discovered, engineers and exec- 
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utives in particular industries called 
for special designs in selecting valves 
for certain services, when, as a matter 
of fact, their requirements were ably 
met by standard products listed in the 
The result was often 
‘unnecessary confusion on the part of 
the customer in choosing valves, fit- 


Crane catalog. 


tings and piping which met his needs, 
as well as a duplication of effort by 
Crane representatives. 
@ In drawing up plans for its 1937 in- 
dustrial advertising, which appears in 
practically every field where Crane 
products are sold, Crane Co. sought 
for an effective way of emphasizing 
the catalog, and of preparing its ad- 
vertising in such a way that the cata- 
log would become not an incidental 
feature of the various advertisements, 
but an integral part of the main ad- 
vertising message. One of the chief 
needs, it was felt, was to make the 
catalog interesting even to the casual 
reader by calling his attention to it in 
such a manner that catalog references 
would not appear to be “dragged in.” 
After a careful survey of a number 
of different methods of accomplishing 
this end, it was decided to base the 
main theme of each advertisement on 
the research and facilities 
which Crane places at the disposal of 


testing 


the buyer. 


Selection of such a theme was 


amply justified by the fact that Crane 
Co. was a pioneer in developing prod- 
uct research and establishing labora- 
tories for metallurgical and design in- 
vestigation. Through many years of 
exhaustive testing, Crane has been able 
to build up a vast body of important 
information which often actually en- 
ables the company to anticipate needs 
in various markets before such needs 
can become widely apparent. For ex- 
ample, in the oil industry, Crane is 
continually testing ahead of require- 
ments, so that when such requirements 
become acute, they can be readily met 
from standard items in the Crane line. 
@ The theme of research had the ad- 
ditional advantage of being readily 
adapted to practically every market in 
which Crane Co. sells. It was there- 
fore felt that a general basic research 
theme could be selected for all indus- 
trial publications in any given month, 
sufhcient particularization being ob- 
tained by the use of a side column 
emphasizing the service which Crane 
is rendering in the particular market 
covered by the individual publication. 

In other words, one basic theme was 
selected for each month of the adver- 
tising year, but the individual adver- 
tisements were “pointed” to particu- 
lar markets by the use of the side 
column. In order to add dramatic 
interest to these side columns, it was 
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decided to cast them in the form of 
newspaper stories, with newsy heads. 

These two main elements of the ad- 
vertisements were excellently adapted 
for carrying a catalog message. Be- 
cause Crane Co. has been a leader in 
research, it naturally follows that the 
Crane line can, in most cases, ade- 
quately take care of so-called “special 
requirements” for valves and fittings. 
The main theme of each advertise- 
ment, therefore, served to throw em- 
phasis on the catalog message, thus 
making the catalog message an in- 
tegral part of the entire presentation. 

Similarly, in the newspaper side col- 
umn of the advertisements, Crane’s 
service to particular industries could 
be brought out, and another reference 
to the catalog included to show how 
Crane Co. is meeting requirements of 
individual industries today. 

A glance at the Crane 1937 indus- 
trial advertising speaks volumes in ex- 
plaining the adroitness with which the 
catalog references are being worked 
into the main advertising story. For 
example, one of the earlier advertise- 
ments in the series, entitled, “Looking 
Into Tomorrow” began as follows: 
“Crane research engineers are always 
testing ahead of industry’s actual 
needs. It is the only way they can 
be sure of having valve materials and 
designs ready for the pressures, tem- 
peratures and corrosive elements ex- 
pected tomorrow.” 

@ Having established the fact of 
Crane’s extensive research and antici- 
pation of requirements, the copy soon 
plunges into the catalog story. “Most 
‘new’ valve problems can easily be 
solved by reference to your Crane No. 
§2 Catalog,” the copy says. “Here 
are the answers to a host of questions 
that Crane has answered successfully 
for thousands of users. Here are the 
details about 38,000 items, tested in 
the laboratory and proved on the job.” 

The side column of this advertise- 
ment also carried a catalog message. 
In the versions appearing in publica- 
tions reaching the food industries, for 
example, the newspaper side column 
had the headline, “Beware of Pockets, 
is Warning.” Then followed a brief, 
newsy story dealing with the fact that 
one of the main sources of contami- 
nation in handling foodstuffs, is 
“pockets” in the piping system of the 


food plant. The fact that exhaustive 
tests had shown that Crane 18-8 sani- 
tary valves and fittings resist corro- 
sion from practically every kind of 
food and most fruit acids, is strongly 
brought out. With Crane fittings, 
the prospect is told, he can make his 
process piping one continuous stain- 
less metal tube. 

@ Then follows another catalog ref- 
erence: “You will find the details 
about Crane 18-8 valves and fittings 
listed with 38,000 other items in brass, 
iron and steel, in your Crane No. 52 
Catalog—an ever-ready friend to the 
engineer in need of valves, fittings, 
pipe or accessories. CranEquip proc- 
ess and service lines for complete 
satisfaction.” 

The close tie-up between the re- 
search theme and the catalog message 
is particularly well illustrated by an- 
other of the Crane industrial adver- 
tisements reaching the oil industry, 
headed, “‘“Remedies for New Kinds of 
“Headaches.’” The main illustration 
of this advertisement shows a very 
worried looking engineer saying, “I 
didn’t know Crane made that!” The 
main copy block reads: “The young 
engineer was worried by a problem 
that was new to him. He had come 
to Crane for help. He thought he 
had to have a ‘special’ valve to fit his 
conditions. He didn’t think anyone 
had ever made exactly the thing he 
needed. Could we cure what he called 
‘a new kind of headache’ 

“It took only a few minutes to find 
the answer—a standard Crane valve,” 
the copy continued. “Of course, solv- 
ing valve problems isn’t always so 
easy. Every once in a while, some- 
one, somewhere, finds a new way to 
torture a valve. That calls for spe- 


cial research. But for most ‘new’ 


valve problems, Crane has the solution 
proved and ready for use. The Crane 
No. 52 Catalog contains 764 pages of 
information for valve users—3,400 
illustrations—38,000 items and dimen- 
sions.” The copy ends with a strong 
urge for engineers to use the Crane 
No. 52 Catalog. 

In the side column of the same ad- 
vertisement, the fact is brought out 
that Crane valves and fittings, in ma- 
terials and designs, are built from the 
ground up to give the kind of service 
that the oil industry demands. “When 
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you write Crane in your specifica- 
tions” the side column tells petroleum 
engineers, “you are sure of get- 
ting the maximum in performance— 
for that’s the way Crane metallurgists 
and designers read their A. P. I. and 
A. S. M. E. specifications.” 

Perhaps an even more direct attack 
on the problem of making the catalog 
useful to customers is an advertise- 
ment of the series headed, ‘38,000 
Answers at Your Fingertips.” In this 
advertisement, the main illustration is 
a Crane No. 52 Catalog with an engi- 
neer’s hand upon it, carrying out the 
thought of the headline. 

“The Crane No. 52 Catalog con- 


tains the answers to your valve, fit- 
tings and piping problems—answers 
afforded by 82 years of experience,” 
the copy reads. “Throughout Ameri- 
can industry, thousands of practical 
men make use of the convenience, 
speed and safety in keeping a new 
Crane No. 52 Catalog handy. And 
that’s just what you'd expect, for this 
catalog is the largest of its kind in the 
world. Whatever your next specifica- 
tions are, look to your Crane catalog 
first. For most ‘new’ valve problems, 
Crane has a solution, proved and ready 
for use.” 





This catalog emphasis — properly 
dramatized and made interesting to 
readers by the method of presentation 
—is focusing widespread attention on 
the Crane catalog—and is helping to 
facilitate buying as well as selling of 
Crane industrial products. 
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A Case of 
Coyay Testing 


lating, mechanized individuals . . . 


@ GIVE most copywriters an indus- 
trial assignment and they automati- 
cally thin the mixture in their crea- 
tive carburetors. 

Explain, further, that the market 
for the product under consideration 
is limited to a select industrial group 


—the stream of 


inventive energy 
subsides to a faint trickle. 
Engineers, plant superintendents, 


purchasing agents, maintenance men 


are generally conceded to be calcu- 
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hard-boiled babies! No use wasting 
any fancy stuff on them. Just paste 
up a picture of the product, “lift” the 
body copy from a convenient catalog, 
strip in an old faithful headline and 
shoot it through for OK. 

If the client objects, explain the 
peculiar genus of men to whom the 
copy is directed. If he still hesitates, 
remind him that the production 


budget for business paper advertising 
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is practically depleted. In your heart 
you may justify your actions because 
it’s just a “trade” ad . . . something 
fit only for cubs to cut their type- 
writers on. 

Exaggerated, this picture? Thumb 
through any business papers that are 
handy! Page after page of monoto- 
nous pictures of uninteresting prod- 
ucts, sprinkled with a few testimo- 
nials, garnished slightly with coupons. 
@ Why does this advertising fetish 
exist? Because industrial advertising 
production budgets are low. Because 
copywriters and layout men genuine- 
ly dislike the obscurity of business 
paper ads in contrast with the recog- 
nition of pages in Collier’s, Fortune, 
The Saturday Evening Post, Time, or 
a bang-up national newspaper cam- 
paign. 

The most fundamental reason, how- 
ever, is that copywriters are operating 
under an obsolete psychological tenet. 
In the Dark Ages of the profession 
a copy chief must have decided that 
engineers were not men—that they 
were soulless creatures with electric 
refrigerators for hearts, slide rules for 
spines, lightning calculators for brains. 
Moreover, it was whispered that they 
dined sparingly on nuts and boics with 
pressure gauges for dessert. 

Thus it came about that a “style” 
for industrial copy was conceived. 
One copywriter copied another, and 
even unto the third and fourth gener- 
ation this malpractice persists and 
flourishes. 

To test the validity of the latest 
findings in psychology, as applied to 
industrial advertising, a copy experi- 
ment was set up under the strict 
regulations imposed by scientific re- 
search. Identical space in identical 
publications was used. Coupon re- 
turns and dollar volume of sales were 
carefully checked for the previous 
conventional campaign. 

The product, a steam specialty de- 
vice for regulating boiler operation, 
manufactured by Morehead Mfg. 
Company, Detroit, is distributed 
through representatives handling from 
two to seven other lines of industrial 
products. Chief among the questions 
in the advertiser’s mind as it consid- 
(Continued on Page 50) 
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Building a Foundation for 


Industrial Harmony 


@ THERE is need for greater appre- 
ciation among industrial advertising 
and marketing executives of the im- 
portance of harmonious industrial 
relations in reference to sales. For 
without a stable labor situation ad- 
vertising and selling efforts become 
impotent and costly, and men in 
the industrial advertising field, espe- 
cially, will find a new element re- 
tarding their progress which now is 
in the stage of acceleration. 

That the advertising executive 
should and can play an important 
part in the public relations program 
was emphasized in our preceding 
article. But before he can function 
intelligently in this respect, and be- 
fore his work can be most effective 
in these channels, a foundation which 
he understands should be laid on 
which the entire program may be 
built and operated. 

In approaching the problem of 
industrial harmony we cannot help 
but feel that too little attention has 
been given to fundamentals. With 
this thought in mind, a serious ef- 
fort was made to assemble data and 


As a starting point, we sought the 
answer to three questions; First, 
“What does a reasonable American 
working man honestly expect from 
his employer in return for’ his ser- 
vices?” Second, “To what extent are 
present day employe policies effec- 
tive in producing industrial har- 
mony?” Third, “Is it possible to con- 
struct a sound employe relations pro- 
gram from the foregoing data and 
experience?” 

@ It is obviously beyond the scope of 
this article to give the details of such 
a study. We will, therefore, confine 
ourselves largely to conclusions. When 


a Pittsburgh steel worker was asked 
the question, “Do you believe in 
strikes and how can they be pre- 
vented?” he gave the following inter- 
esting answer “We have a full 
American Legion Company in our 
plant. When you ask any of us if 
we favor strikes, we ask—'Who won 
the World War?’ and that closes the 
question with its own answer. Capi- 
tal can’t live without labor and vice 
versa. Both fighting is like the right 
arm trying to tear off the left arm 
and vice versa. Why can’t both sides 
see that? Give workers an honest 
profit-sharing plan and decent treat- 





en 


Industrial harmony is of direct interest to advertising 
and marketing executives as has been indicated in 
financial reports for the first half of 1937, in which 
considerable emphasis was placed on unstable labor 
relations having contributed to lower sales and profits. 





Management must provide harmonious industrial rela- 
tions if it wishes to expect the utmost from its adver- 
tising and marketing efforts. In this article Mr. Evans 
outlines a plan for building the foundation for harmo- 
nious relations which has been in successful operation 
for. one company over a period of eighteen years 


original information from which 
sound conclusions could be drawn. 

Many plans for insuring industrial 
harmony that were satisfactory ten 
years ago, or even one year ago, are 
insufhcient today. A thorough sur- 
vey of the entire situation was there- 
fore determined upon as a preliminary 
to any possible conclusions. 


INDUSTRIAL MARKETING, September, 1937 25 


























Shooting a scene at Gary Works of Carnegie-lllinois Steel Corporation for the 


first feature length technicolor industrial sound movie. 


The film is being 


made at a cost of $200,000 for United States Steel Corporation by Hollywood 
director Roland Reed and a troupe of twenty-one cameramen and technicians 





ment as human beings and _ strikes 
will be a thing of the past.” 

@ An employe of a Cleveland ma- 
chine products company expressed 
himself as follows on the same sub- 
ject: “In our plant, and I think in 
nearly all plants the 


against strikes, sit-down and other- 


majority are 


wise, but a few who have something 
to fight for take charge and intimi- 
date those who don’t feel they have 
enough at stake to take chances. De- 
vise some way of giving this majority 
something real to fight for, and you 
would see that trouble-making mi- 
nority thrown out in a hurry—and 
they would stay out.” 


A Cedar Rapids food manufactur- 


ing plant employe defines “the first 
moral tax.” “We are not nit 
wits. We read the financial pages 
with their announcements of divi- 


officials’ salaries and 
worker believes that 


productive 


dends and 

bonuses. The 
the first 
industry is a just wage and it is or 
should be, a tax levied before divi- 
dends or profits are available and a 


moral tax on 


just wage means more than a sub- 
sistence or existence wage. When em- 
ployers recognize this principle and 
adopt it, there will be no more 
strikes.” 

When asked the question, “What 
is the workers’ desire?” an employe 
of an Indiana boiler plant says: “Un- 
ion leaders always talk about a ‘liv- 
ing wage.’ [If the word means any- 
thing, it means-a wage that gives 
one a living and no more. Is 
that all we want? If every laborer 
in the United States had a wage that 
insured a comfortable living plus pro- 
vision for old age comfort — you 
would never hear of another strike.” 
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A Cincinnati sash and door com- 
pany employe states that the plaint 
of many is with the problem of sav- 
ings: “I am forty-eight years old and 
I have figured out how much money 
I have made since I started to work 
at eighteen, I was astonished. I have 
made over $54,000 and I am ashamed 
to tell little I've saved. 
We've tried a dozen budget plans. 
No matter how we figured they all 
ended the same way. We spent all 
we earned. How do you think I 
feel? Is it my fault, or the fault of 


you how 


our economic system?” 

These, of course, are simply typical 
of the many replies received. There 
were necessarily radicals in the group, 
but they were in a definite minority. 
@ Predominant is the desire and de- 
mand for profit-sharing or participa- 
tion in earnings. How much this has 
been generated by the rising tide of 
dividends and the publicity of earn- 
ings as shown in balance sheets is 
dificult to say. Many do refer to 
these directly and thereby indicate 
basis of thought. 

This phase of the subject might be 
summarized as follows: 

1. Union organizers have little per- 
manent influence and play unim- 
workers 


portant roles unless the 


are prejudiced against the com- 
panies that employ them. 

2. Employe morale and his resistance 
to outside influence is weakened 
principally by the futility of the 
future their fear of old age 
with its danger of dismissal and 
its threat of poverty. 

3. As true as “Old Friends are Best,” 
so old employes of long service are 
a real defensive asset for they have 
‘held the lime’ against outbreaks 
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and strikes in many plants. There 

should be a premium on long ser- 

vice rather than a penalty. 

4. Corporations should give em- 
phasis and devote headlines to 
wages paid, rather than to profits 
in their publicity of annual reports. 
We then turned our attention to 

existing plans, now in use in an effort 
to solve these all-important ques- 
tions. A book could be written on 
the relative merits of such features 
as pensions, bonuses, employe stock 
ownership, etc. We will not go into 
detail with reference to the pros and 
cons concerning the methods used. 
We will, however, outline the more 
important features of a plan that has 
been in successful use for eighteen 
years, and which seems to embody 
the necessary ingredients for real in- 
dustrial harmony. 

It is of especial interest, as it seems 
to meet the legitimate demands of 
labor and at the same time possessing 
features of definite value to manage- 
ment. 

I—A Profit-Sharing 

Retirement Fund 
(a) CONTRIBUTIONS by em- 

ployes to the amount of five (5%) 

per cent of their wages or salary, not 

exceeding $200 per year, and pay- 
ments by the corporation of not less 
than ten (10%) per cent of its net 
earnings, but with the proviso that 
in no case shall the corporation con- 
exceed four 
amount paid in by employes. 

(b) SERVICE of 
years (optional) required for mem- 
bership and participation, and com- 
pulsory after such period of service. 

(c) RETIREMENT AGE: Sixty 
(60) years or when permitted by 
disability. 

(d) FUND INVESTMENT: That 
portion of fund contributed by em- 
ployes must be subject to state law 
regulating investment of trust funds; 
corporation 


tribution times the 


two or three 


portion contributed by 
invested at the discretion of trustee 
and advisory board. 

(e) CONTROL OF FUNDS: By 
trustee (executive officer of corpora- 
tion) and advisory board consisting 
of the trustee and four other mem- 
bers, ‘wo elected by the employes and 
two selected by the corporation. 

(f) DISMISSAL OF EMPLOYES: 
An employe, a member of the fund, 
if dismissed from service, shall have 
the right of appeal to the advisory 
board, a four-fifths vote of which is 
required to sustain the dismissal. 

(g) DISMISSAL OR VOLUN- 

(Continued on Page 74) 
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@ SELLING trucks 
strictly under the classification of in- 
dustrial marketing and being allied 
with the highly geared motor car in- 
dustry, which leads in effective mar- 
keting practice, the commercial ve- 
hicle division of the automotive in- 
dustry warrants attention for mer- 
chandising ideas. 

What can be learned from an an- 
alysis of what the motor truck in- 
dustry has been doing in advertising 
and promotion, which certainly 
played an important part in sky- 
rocketing its sales to 818,377 units 
in 1936, second high to its peak of 
826,817 units in 1929, and a total 
production of 501,891 units in the 
first half of 1937 against 447,098 
in the first half of last year? 


motor comes 


Obsolescence, of course, has in- 
fluenced considerable business in the 
motor truck industry, but a good 
share of this obsolescence was af- 
fected by stellar merchandising 
through introduction of new designs 
for appearance as well as for utility 
and creation of special models for 
specific industries charac- 
teristic transportation problems along 


to meet 


economic lines. 

Creating the desire for and point- 
ing to the need for modern com- 
mercial transportation equipment has, 
since the inception of the industry, 
revolved around campaigns in indus- 
trial and business papers. Much of 


motes rectag over nbbom of 
ce tall buikchinge peerceng 
chen eet amare any 
areegh wot thew 30d 
8) Kher oteece hare Demefaed from the def beamed 
of the modern styuat Even the cioct os the mantel 
paece, end the oid fashioned easy chau reflect the 
read word modermsonon 
The moders age hos introduced stream-ctyling to o 
vanaty af prodect reeguag fram iccomoeres to amakung 


monde And to all af these products odwasced styling 
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Marketing Motor Trucks 
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this spread from a broadside for General Motor trucks was lithographed in soft-tone full color, setting the background for the designed 
wpearance copy theme being used in current promotion for GMC trucks. The inside spread of this mailer may be used for a display hanger 





The motor truck industry is experiencing its great- 
est year of sales—Considerable can be learned from 
it about how to dramatize the advertising and pro- 
motion effort and coordinate it with the sales work 





this copy today is specific in char- 
acter for the industries served by the 
publications in which it appears, and 
striking colors, some full color, fea- 
ture inserts with powerful owner- 
ship appeal, for today, the truck that 
carries the product of a manufac- 
turer is considered part of its pack- 
age, if not the entire package as in 
some cases. 

@ For example, in the augmented 
1937 advertising and sales promo- 
tion campaign of the General Motors 
Truck Division, special effort is be- 
ing made to create greater apprecia- 
tion of the advertising value which 
smart, well-grounded vehicles con- 
tribute toward the modern merchan- 
dising program. 

This year, the greatest truck year 
in history, finds the General Motors 
Truck Division particularly well 
qualified from a product appearance 
standpoint to tell the world that the 
truck of today can stand on its own 
good looks and no longer need be 
regarded as the drab step-child of 


the passenger car industry. 





Indeed, as I. B. Babcock, president 
of General Motors Truck Division, 
recently pointed out, consciousness 
that trucks can serve to advantage as 
traveling advertisements has become 
much more acute within the last year 
He attributes this fact to the 
startling improvements that have 
been achieved recently in the appear- 
ance of the commercial vehicle. 

“As the result of care in the work- 
ing out of color and design,” said 
Mr. Babcock, “the one-time declasse 
terms of 


or so. 


truck now competes on 
equality in the matter of appearance 
with the smartest and most attrac- 
tive passenger cars of today. It not 
only delivers the goods for its own- 
er, but it proclaims to the world 
that he is an alert, progressive fel- 
iow who has enough pride in him- 
self and his business to keep up the 
proper appearance.” 

Mr. Babcock’s interpretation of the 
reaction of the public to increased 
attractiveness of the motor truck can 
be said to form the theme for the 
general advertising of General Mo- 
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Motor truck advertising, both publication copy and direct mail, is clean cut and has good 
attention value due to pleasing layouts, dramatic copy themes and forceful use of color, 
including use of natural color photography for Mack trucks. Illustrations here show the 
use of sales appeal by appearance design and vocational adaptation. Business paper 
advertising has always played an important part in the marketing campaigns for trucks 





Directed to high rank- 
uses a 


tors trucks. 


ing business executives, it 


series of advertisements in leading 
general business publications to carry 
its message. 

@ Incidentally, this theme is supple- 
mented by a colorful mailing piece 
which has been used with great ef- 
fectiveness by retail dealers and sales- 
The title of this piece is “De- 
Appearance” and copy 


how the 


truck, in common with skyscrapers, 


men. 
signed and 


illustrations show motor 
stores, cruisers, locomotives and even 
the old-fashioned easy chair, has ben- 
efited deft hand of the 
modern stylist. 

Eighty three 
publications are 
1937 to tell the 


Motors 


from the 


industrial and trade 


being 


story 


used during 
of General 
and illustra- 


trons stress appearance, stamina, econ- 


trucks. Copy 
omy, able performance and mechan- 
Nearly thou- 


sand newspapers are employed. 
P 


ical perfection. two 
An extremely practical merchan- 
dising idea forms the basis of 1937 


GMC 


In order to synchronize its 


sales promotion strategy for 
trucks. 
efforts with the work of retail sales- 
men, the sales promotion department 
has concentrated on one piece of lit- 
erature per month, designed to ap- 
peal to a certain class of buyers, with 
illustrations and copy “talking the 
language” of the particular vocation 
for which the piece is designed. Mail- 
ings with the time of year 


when truck operators engaged in that 


coincide 
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vocation are in the market for new 
trucks. An 
of double-page 


effective tie-in consists 


spreads 


papers read by the particular group 


in business 


to whom the mailing is addressed. 
A dealer piece giving truck sales sta- 
tistics in the special industry to which 
the key piece is addressed is sent the 
dealers well in advance of the gen- 
efal mailing, so that the dealer and 
their decks 
for concentrated personal solicitation. 
Industries selected this year for this 
effort include the dairy industry, 
farmers, dealers, and 


his salesmen can clear 


coal grocers 


other prominent vocations. 


@ Other efforts of the sales promo- 
tion department consist of a large 
amount of personal work with retail 
selling forces in the field. It is nec- 
essary to do this because the modern 
truck salesman is a specialist in com- 
transportation. His 
regard him as an authority and upon 
his recommendation the ve- 
hicles for their particular job. With 
trucks 


mercial clients 


select 


the complete line of motor 
offered by GMC, a truck salesman 
can sell hundred dif- 


ferent chassis, with several thousand 


well over a 
options of engines, rear axles, tires 
and other equipment. 


In order to train its salesmen so 
that they can qualify as specialists 
in this transportation, the 
truck 


maintains an 


type of 
General Motors 
tion department 
tensive field force, whose job it is 


sales promo- 


ex- 


to educate and work with the retail 
staffs of its 2,500 dealers. 

D. P. Brother & Co., Inc., Detroit, 

is in charge of General Motors Truck 
Division advertising. 
@ The Four Wheel Drive Auto Com- 
pany, Clintonville, Wis., has won a 
large share of its business through 
dramatization of the sales features 
of FWD trucks both in advertising 
and other promotional efforts. The 
company increased its appropriation 
seventy per cent for the current year, 
thirty per cent of which is being 
spent in business papers. Action 
pictures and a great deal of color is 
being used in publication advertising 
as well as in direct mail material. The 
use of direct mail has been increased 
about 400 per cent this year. 

The FWD marketing effort is be- 
ing concentrated in these fields: High- 
way, mining and quarrying, logging 
and lumbering, commercial, petro- 
leum, public utility, food and export. 

Some of the promotional activities 
which have been effective in gaining 
favorable attention for FWD trucks 
are of special interest, such as entry 
of a FWD four-wheel drive race car 
in the Indianapolis races each year. 
Performance of the car on the track 
from the angle of safety at high speed 
has been utilized as a strong point 
in FWD advertising. The glamour 
and romance as well has provided 
unlimited advertising and publicity 
copy and much good will has resulted 
from this activity by focusing atten- 
tion of both outstanding automotive 
engineers and the general public upon 
the company and its product. 

Another dramatic touch was given 
FWD promotion when an attractive 
young woman was sent throughout 
the country driving a typical FWD 
truck to combat a rumor that the 
FWD was hard to steer. The cam- 
paign was successful and the pub- 
licity value of this maneuver was 
enormous, A. H. Rice, assistant ad- 
vertising manager, relates. 

Other feats which provided good 
copy include a report of an engi- 
neering laboratory test by Purdue 
University’s school of automotive en- 
gineering which found that the truck 
was 88.2 per cent mechanically ef- 
ficient. And to prove that the con- 
struction of FWD trucks provide 
them with to withstand 
successfully the rigorous shocks en- 
countered plowing snow, a 
three-month clay bank test was con- 

(Continued on Page 62) 
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when 
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Modernization of Industrial Marketing 


VIll-- Pricing 


This chapter points to the need for a better under 
standing of the factors involved in establishing prices 
and the influence of prices on successful marketing 





@ YOU may have heard a success- 
ful business man remark, “There is 
ample business to be had if it is only 
priced right!” What determines 
prices? Who determines prices? How 
can we, you and I, so price our goods 
and services that we may transact 
business at a reasonable profit and 
in sufficient volume as to make it 
attractive? 

Fundamental treatises on economics 
assist in theorizing and obtaining 
comprehension of the principles un- 
derlying prices and pricing. Not all 
industrial executives have had the 
time to digest these, either in per- 
sonal reading or in class development 
of the subject. Nor is the purpose 
of this short article to summarize 
the formal literature on the subject 
of pricing, which constitutes a ma- 
jor portion of economic text mate- 
rial. The purpose is rather to dis- 
cuss certain phases of the subject 
as they have come to light through 
practical experiences, and above all, 
to provoke thought and discussion. 

Exhaustive and costly research has 
accomplished improvement in _pro- 
duction controls that has put such 
controls at a high scientific level. But 
to what avail, if there is no market 
for the goods produced under these 
controls? And the market will de- 
pend in no small measure on the suc- 


cess of management in setting its 
pricing policy. 

Market and price research are of 
more recent development than research 
for invention and production. And yet 
the marketing of goods and services is 
of paramount importance. Much so- 
called research in the sales and ad- 
vertising fields has been abortive, in- 
consequential, incompetent and down- 
right misleading. 

Competition, new laws and cor- 
poration policy will require that the 
business man justify his executive 
acts by factual data. Market and 
price research under competent coun- 
sel offers tremendous advantages to 
the industrialist who appreciates the 
importance of this work and _ pro- 
vides adequate funds and coéperation. 
@ Manufacturers, business men and 
professional men as well, are daily 
responsible for setting prices on their 
products and services. This they do 
either by guess, by judgment based 
on general experience, or with some 
degree of confidence and precision 
by signals developed through the ap- 
plication of intelligible survey data 
to practical formulae. In any case, 
the prices quoted are successful or 
unsuccessful, according to the acci- 
dental degree of correctness, shrewd 
judgment, or accurate appraisement 
of all factors involved that may be 
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within the scope of comprehension 
and control. Naturally, the skill and 
accuracy with which the manage- 
ment engineer, statistician or econo- 
mist has gathered, analyzed, and ap- 
plied data essential to the appraisal 
of the market contributes much to 
the degree of accurate appraisement. 

In many places throughout the 
world, goods and 


services are ex- 
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General view of an exhibit of electrical products for industry recently opened 


by General Electric Company at its New York headquarters. It 


rings 


together in 7,000 square feet of floor space a complete line of representa- 


tive products of the company and its affiliates. 


Adjoining the exhibit is 


a conference room equipped for lectures and showing of motion pictures 





changed by barter, some 
of it cunningly and sharply 


Where civilization 


primitive 
some 
of it ignorantly. 
has influenced trade, there has de- 


veloped advertising, salesmanship, 


buying and systems of monies and 
credits. The law of supply and 
demand stands inexorably as the fun- 
damental basis in either case. And 
yet human emotions and desires may 
modify prices as much as physical 
necessity. In either the luxury or 
necessity classes, however, purchasing 
power influences the volume of trade 
and the prices realized to a very great 
degree. 
@ Consumption goods and services 
tend to have an influence on prices 
somewhat different from that of cap- 
ital goods and services. Mass pro- 
duction, reflecting mass markets, ex- 
erts a tendency towards diminishing 
prices per unit, as opposed to prices 
per unit for contract or job produc- 
tron. 

Prices for goods and services in a 
known 


market of saturation point 


must fluctuate primarily with the 


supply within economic limits. In 
case of oversupply and low prices, 
these limits are determined by the 
willingness of the supplier to offer 
his product below value or even be- 
low cost, and of buyers to secure 


these products without substitution 
at whatever margin of profit or loss 
to the seller. 

Rates for public utilities and pub- 
lic transportation and communication 


produc- 


return on capital in- 


are determined by cost of 
tion, rate of 
vested, or reappraised capital, valua- 
tion of properties, political consid- 
erations and public welfare, all in 
consideration of economic trends. 
The purchasing power of monies and 
credits inflates and deflates variously 
in terms of general economic condi- 
tions, governmental policies, the sup- 
ply of gold and silver, and the fluc- 
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tuation of values of goods in world 
markets. That is, any given price 
is dificult to compare with any other 
given price for the same unit of the 
same commodity at different times, 
by virtue of simple or complex 
influences. 

Changes in costs of production due 
to inventions, changing methods, pro- 
cedures or techniques and to vary- 
ing human attitudes and efficiencies 
effect important § modifications in 
prices. 

Changes in consumer demand as 
to style, color, shape, design, utility, 
or substitution, affect prices mate- 
rially so that in the complexity of 
price realization, comparison is dif- 
ficult and determination becomes 
most important to the industrialist. 
_ The viewpoint of some people is 
that a commodity or service is worth 
just what you can get for it, no 
matter what cost or what degree 
of competence is used in the getting. 

Many competitive prices are sug- 
gested to the more or less unwary 
merchant of wares or services with- 
out regard to the real values inherent 
therein and being accepted result in 
bankruptcy or loss of rightful profit. 
Intelligent salesmanship and adver- 
tising can remedy this to some extent. 
@ Ethics and fair trade practices de- 
pending on business philosophy and 
laws, written and unwritten, tend to 
level prices fairly, to eliminate the 
old saying “Let the buyer beware” 
and to establish an equality of eco- 
nomic advantage to buyer and seller 
alike at any given transaction at any 
given time regardless of price fluc- 
tuations from time to time. 

Prices of real estate and of stocks 
and bonds reflect earning power and 
demand basically. But these are pe- 
culiarly subject to an inflationary de- 
mand artificially stimulated specu- 
latively with little regard to earning 
power or to the inevitable precipitate 


deflationary reversal of the trend of 
values. This is due in part to the 
pyramiding effect of bank loans and 
subsequent sensitive liquidating de- 
mands when the speculative public 
realizes that the limit is at hand with 
a resultant desire to unload. 

The success of prices determined 

on cost of production depends on 
efficient and economic production in 
the light of current standards and 
economic organization and capitali- 
zation. It may also depend on ad- 
vertising and _ salesmanship because 
the majority of buyers would be 
without sufficient information to 
know or to have confidence in what 
constitutes a right price for the 
item. 
@ Unfortunately the cost of produc- 
tion is so difficult to obtain, and for 
the majority of buyers to under- 
stand, that it is not so simple to base 
a price thereon. The determining 
factors in the ultimate consideration 
are these: Does the price result in a 
saving or profit to the buyer, or 
a required service for which the buy- 
er is willing and able to pay at the 
same time making a profit for the 
seller or producer? 

In pricing various items of a line, 
weight should be given to the differ- 
ence in distribution costs, including 
sales and promotional effort. Certain 
items naturally offer less sales resist- 
ance than others and there is a greater 
demand for some than others. 

Pricing an item at or below cost 
for a leader is common, sometimes 
too common, even when meeting 
competition. Pricing an entire line 
en an average basis must assume dis- 
tribution of all items on a relatively 
fixed ratio to the total or the ven- 
dor may find over and under pro- 
duction in certain items and sales 
predominated with non-profitable 
items. 

A price may be so that sales will 
be limited for the purpose of hold- 
ing promotion to a controlled sched- 
ule or to permit of thorough test of 
the market and the product. It may 
be desirable to limit the scope of the 
market permanently to limited sales 
for the sake of quality and the de- 
sire not to expand the producing 
units and responsibilities. 

Buyers informed as to the cost of 
production and distribution are more 
willing to pay a price that makes a 
reasonable profit. Buyers put pressure 
to get lower prices when competition 

(Continued on Page 36) 
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What Is “Informative” Advertising? . . . 
Some Good Examples of It ..... and 


the Month’s Parade of Ads, Good and Bad 


lf you are unable to locate any piece of copy mentioned in this feature write 
to The Copy Chasers for the name of the publication in which they found it 


@ THIS is about “Informative” ad- 
Not all about it—not by 
a long shot—but all we could learn 


vertising. 


about it, and its various forms of 
presentation as currently used in busi- 
ness papers. A rather large order. 

Only about ninety-odd per cent 
of all industrial advertising is sup- 
posed to be “Informative” advertising 
of one kind or another. And whether 
real or phoney—true or false—good 
or bad—we have to look at all we 
can. 

We clipped a pile of “Informative” 
ads this month. Then our real trou- 
bles began. These had to be classi- 
fied in some comprehensive way, and 
progressively so they would leave a 
useful pattern for our readers. 

In other words, we, too, have to 
be informative in our copy, or else 
what good? So here is our starting 
point, fourteen kinds of “Informa- 
advertising 


” 


tive 
Product Announcement 
Catalog Page 
Teacher’s Pointer 
Diagram Department 
Product Pictures 
Demonstration Details 
Photostrip 
“How It’s Made” 
Good Old “Reason Why” 
Owner Benefits 
“Ask Me Another” 
Editorial 
House Organ 

14. Cocktail 

When we start writing about “An- 
nouncement” copy, we realize we’re 
getting back to grade school stuff. 
This is just about where advertising 


— 
m OMAN AY SYN = 


a 
N 


_ 
wo 


started. John Smith opened a bean- 
ery, and out went his sign, “Johnny 
Smith’s Place—Good Things to Eat.” 
A lot of advertising does nothing 
more than that today. Which is 
splendid for those situations where 
nothing more is needed, and waste- 
ful as the devil for the many more 
cases where a lot more is needed. 
However, let’s not 
look. 

Pure product announcement, and 
its elaboration, product description, 
is, very naturally, used by many in- 
dustrial advertisers today. The ad- 
vertising of chemicals is an outstand- 
ing example. Evidently there are 
certain types of chemicals for which 
advertising can do a useful job by 
announcing what products a com- 
pany stocks, and the fact that it can 
give prompt deliveries. 

@ DuPont does just such a job with 
a page, “A list worth saving 

Consult It Next Time You Order,” 
and lists a number of its ammonia, 
alcohol, and miscellaneous products. 

Other chemical people go a step 
further by a more complete descrip- 
tion of their products, specifications, 
recommendations for use, etc. Car- 
bide & Carbon, Commercial Solvents, 
Atlas Powder, DuPont again—to men- 
tion but a few. This type of copy 
has improved these past years. Time 
was when suppliers of certain basic 
chemicals would do not a thing more 
than write a lot of junk about “Qual- 
ity” or “Service,” dress it up with a 
lot of fuzzy Ben Day, stick in a slab 
of logotype, and call it a day. U. S. 
Industrial Alcohol, Hercules Powder, 
and several others have helped change 


generalize, but 
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a lot of this. More about these two, 
in particular, later. 

Manufacturers outside the chem- 
ical field are using this “Announce- 
ment” stuff to good advantage in 
some places. Celotex rather neatly 
in a two-color page: “Now! 5 Great 
Celotex Acoustical Products to An- 
swer Any Acoustical Need.” There 
follows the products by name plus a 
short, pointed description. 

If your product or line has any 
genuine, outstanding virtues why not 
cut out all the advertising hocus- 
pocus and come right out and recite 
your little piece. National Lock 
Washer does it like that, too, in a 
quarter page. And Scovill Manufac- 
turing wastes no time, no words, and 
no money with “10 Condenser Tube 
Alloys—And Their Applications.” 

It is a short step from this to “Cat- 
alog” copy. The formula is old and 
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Ia Your Cony Mentioned Here? 





simple. Your name, your address, 
pictures of your products, descrip- 
tion, prices, and a line, “Send us 
your inquiries.” This kind of copy 
is useful in the right places. It is 
wasted in the regular run of busi- 
ness papers. Only once in a great 
while is it intended to sell as ad- 
vertising sells. It is, of course, pri- 


marily intended for reference pur- 
poses. 


@ Naturally 


directories, yearbooks, and those “spe- 


it belongs in catalogs, 


cial issues” having some sort of ref- 
But it also is useful in 
form in that type of 


erence value. 
“data sheet” 
business paper read by a really tech- 
nical or engineering audience—a 
group interested in saving and filing 

Papers 
Product 


That’s 


why Johnson Bronze is smart to use 


and utilizing product data. 
like Mac hing 


Engineering, tor 


Design and 


instance. 


a page headed “Sleeve Bearing Data” 
(which is evidently one of a series) 
addressed to this type of readership. 
A reader acceptance is built up for 
this kind of stuff if done right. It 
following of its own, 
profitable. Re- 


wins a real 
small, perhaps, but 
member that for the right places, 


and when you have some really 
working dope to dis- 


But don’t, 


please, we beg of you, shove in a 


worthwhile 


pense about your product. 


dull, dead catalog page in a regular 
visiting and selling business paper 
some month just because you didn’t 
have time to write an advertisement. 

Comes now the simple but fasci- 
nating device known as “Teacher's 
Pointer.” Flashback to about Grade 
5B, with the old girl up front by 
the blackboard poking the spots off 
a map of these United States with a 
yard-long rubber-tipped stick (when 
she wasn’t rapping your knuckles 
with it). That pointer came in right 
handy for teacher in getting geogra- 
phy across to a bunch of ten year 
olds. It comes in just as handy to- 
day to a lot of advertisers who want 
to point out the good qualities, ma- 
terials, or construction of their equip- 
ment. Like Wagner Electric does 
with its page, “You Will Be Better 
Satisfied When You Install Wagner 
Polyphase Motors.” Eight strong 
points of superiority ride under that 
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head, tied on to sharp red arrows 
that carry you over to that particu- 
lar part of the Wagner motor. 
And Morse Chain does 
neatwise in its page, “Here’s Why 
Morse Flexible Couplings Lead the 
Field,” only it uses compact little 
type boxes, and a kinda cute point- 
ing little type hand. Mason-Neilan 
Regulator actually dissects its product 
points. Nelson 
Again, an old 


likewise 


to indicate certain 
Printing Roller, too. 
bit of advertising mechanics, but one 
mighty useful for its type of work. 
@ It’s not much of a hop from 
“Teacher’s Pointer” to the “Diagram 
Department.” This is an outgrowth 
of the talents of people who like to 
table- 
cloths or starched cuffs. It’s easy. 

If you have some patented mechan- 


draw pictures on restaurant 


ism, a gadget, a complicated part, a 
better material, or some other little 
“whoosis” to show, you draw a sim- 
ple, little sketch, and there you have 
it. The simpler, the better. As 
Westinghouse does it in a two color 
page, “Here’s the Point,” all about 
safety switches. A little two color 
box at the bottom of the page shows 
two small outline sketches demon- 
strating how “100 per cent contact” 
is achieved with the “De-Ion” switch. 
National Lead does it another way 
when it illustrates in a page, “The 
Trail Leads right to the wood cells,” 
how Dutch Boy White-Lead gets a 
firm hold on both “Spring and Sum- 


mer” woods. This is done with a 


sketch of the end of a board as seen 
through a microscope. Yes, folks, 
like little pictures, and especially pic- 
tures of “what makes the wheels 
go ‘round.” 

And speaking of pictures, there are 
times when the simple method of 
presentation via “Product Pictures” 
should not be _ forgotten. More 
“ABC” stuff, but it has its place. 
Merco Nordstrom shows a line of 
plug valves that way with no less 
than forty-nine little halftones on 
the hind side of one of its colorful 
inserts. Jeffrey Manufacturing says, 
“Remember Jeffrey When You 
Want,” lists its line of material han- 
dling equipment, and then helps the 
old memory along by sticking in a 
pageful of colorful little reverse line 
drawings in green and white. 


Combustion Engineering falls back 
on the old reliable method of pictur- 
ing several recent fabrication jobs 
completed in its tank shops. H. A. 
Wilson Co. uses this method in an 
especially interesting way with a 
clever checkerboard page, ‘“There’s 
a Wilco Contact Material for Every 
Purpose.” The dark squares are half- 
tones of uses for the products, and 
the white squares are good selling 
copy. 

To saturate your advertising with 
the spice of fascination, think about 
“Demonstration Details.” This is one 
of the most effective means of devel- 
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GOOD*YEAR 


TRUCK BUS TIRES 


oping real “Informative” advertising. 
Armstrong Cork sells cork cots this 
way in a page: “How the High Fric- 
Property of Cork aids mill 
owners!” Four small silhouette half- 
tones capably prove cork’s superior 
frictional qualities over rubber and 
leather in a simple, easy-to-follow 
test with an inclined plane and a 
small instrument. This is convinc- 


tional 


ing. 

Or take a page we mentioned last 
month belonging to the Robins Con- 
veying Belt (this is also running 
in some of the August magazines so 
we can bring it up again). Remem- 
ber the ad, “Coal takes a trip on a 
cut rate ticket?” Well, coal takes 
its trip through nine little reverse 
diagrams which demonstrate an ideal 
coal and ash handling system in op- 
eration. Take Mears Heel who only 
needs four small drawings to prove 
how “Breastlock” heels—‘“‘can be 
used high as wanted”—"strengthen the 
shank”—"‘do not kick under”—and 
“eliminate breaking of sole at lip.” 
You can’t beat it. It permits U. S. 
Gypsum no more than four little 
snapshots to demonstrate the head- 
ing of the page, “Wallboard Joint 
Perfected! with Perf- 
Sheet - 


Concealment 
A-Tape and Recessed-Edge 
rock.” 

@ Elliott Company is able to do a 
nice “before and after” job with two 
good pictures in its page, “A clean 
job of tube cleaning from start— 
to finish—Liberty and Lagonda Tube 
Cleaners.” Carrier Engineering has 
done awfully well with this method 
for quite some time. The current 
copy, “High Ceilings Unnecessary 
with Carrier Air Conditioned Refrig- 


eration,” in addition, shows pictures 
of an actual installation. 

The development of this type of 
advertising, plus the influence of the 
newsreels, candid cameras, magazines 
like Life, have brought a new and 
better use of pictures in advertising. 
Such things as “Photostrips” are the 
newest development in picture ad- 
vertising technique. Several adver- 
tisers are using this method with 
strong effect. 

Here’s American Blower with an 
extraordinarily interesting page, 
“Wave of Sub-Zero Temperatures 
Halts Trafic — Paralyzes Industry.” 
Note that head, too, reads like your 
morning paper. 

Johns-Manville does this very 
nicely, also, with a “moving-pic- 
ture-in-print,” “Featuring Fire- 
crete” which is an actual camera 
record running from Monday at 
8:30 A. M. to 10 A. M. Tuesday 
on “a typical special shape cast 
quickly and cheaply with this re- 
markable J-M Refractory Ce- 
ment.” This is part of a J-M 
insert. All this recent Johns- 
Manville stuff has been high 
class. We figure Leon Meadow, 
who wrote the copy when with 
J. Walter Thompson Company, 
and now with Blackett-Sample- 
Hummert, Inc., should get his 
name in print for this reason. 

An offshoot of this is the “How 
It’s Made” type of presentation. Best 
in pictures, but it can be done in a 
combination of text and illustration 
if handled by a good writer. Ama- 
conda Copper does it beautifully in 
a sweet four page insert, “This Art 
of Making 


Brass.” The 73, MORRIS 


six color pho- 
a HypRAULIC COLUMN 
tos on the in- News of mteres? to Contrefuga! Pump Users 


side spread 4 
showing brass 
in process are 


honeys. Can 


you tell an in- Sere gouty good purnp? 


s! Ip many cases 


triguing and aon ee 
colorful story Ji = 
of the making 
of your prod- 
uct? Most peo- 
ple get pretty 
dull when they 
monkey with 
this. 

Claude C. 
Hopkins of 
‘““Puffed 
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Wheat” fame is supposed to be the 
daddy of the “Reason Why” school. 
Frankly, we question that. We think 
it goes back to a gal named Eve, and 
a certain business of an apple, one 
serpent, and a gent called Adam. 
Ever since then women have abused 
the good old “Reason Why” by an- 
swering most important questions 
with a “Just because,” and some of 
the so-called “Reason Why” adver- 
tising today sounds like women were 
writing it. 

@ But if you go back and read the 
life and hard times of Mister Hopkins 
(or was it John O. Powers?) you'll 
get on the right track. If you lack 
a biography of these two gentlemen, 
you'll have to fall back on your 
store of common sense. The way 
such folks as Gulf Oil do this month 
when they say, “For these 4 Rea- 
sons the Alchlor Process makes 
better turbine oil.” H. H. Robertson 
with “7 Good Reasons for Specify- 
ing the Robertson Steel Floor.” And 
they are good reasons, too. We know, 
we read them all. Master Electric on 
explosion proof motors — Quigley 
Company on_ refractories—Westing- 
house on both motors and solderless 
connectors—do some good “Reason 
Why” this month. 

There’s a branch of this school 
of advertising going strong in pa- 
pers like Power and Power Plant En- 
gineering. Advertising that is ex- 
tremely informative and factual, pre- 
senting product qualities and virtues 
strongly supported by “Reason Why.” 
We feel there is a good advertising 
lesson to be learned from companies 
like Republic Flow Meters, Combus- 
tion, Diamond Power Specialty, Bai- 
ley Meter. All of these people pack 
their ads with good, solid info, and 
lay them out so they are attractive 
and easy-to-read. This is good, hon- 
est,  “one-hundred-percent-all-wool” 
advertising, and we're all for it. 
Yarnall-Waring, and some others be- 
long in this good company, too, and 
we're sorry we haven’t room for all 
the names. We'll take a special look 
at the power plant field some day. 

Snuggled up right close to “Reason 
Why” is something going by the 
name of “Owner Benefits.” This is 
what the famous S.A.I. course termed 
“Plus Ones.” They were just be- 
ing fancy. It’s old stuff. It’s the 
old, so often, so easily forgotten busi- 
ness of “What will your product do 
for me?” And, take the word of a 
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Unique Promotion for Bakelite Buttons 


@ “Dip Into the Facts About Bake- 
lite and Molded Buttons” read the 
headline of the first of a series of 
five unique direct mail pieces mailed 
last month to a selected list of whole 
sale button buyers by Bakelite Cor- 
poration, New York. The objective 
of the series is to set forth the merits 


of Bakelite 


machined buttons. 


buttons 
Instead of telling 


molded versus 
this prosaic story in a dull, uninter- 
esting style it is treated in a light and 


gay manner. 


The first 
and chemical 
the recipient to conduct his own test 


The copy read: 


mailing stressed water 


resistance and invited 


right in his office. 


There's no need for guesswork in de 
termining whether the lustrous finish 
of Bakelite molded buttons is a perma- 
nent feature. Here's all the equipment 
you need to test them yourself against 
any other button on the market 

Just fill this beaker with water, soap- 
suds or any dry-cleaning fluid common- 
ly used by commercial cleaners. Soak 
these buttons for twenty-four hours, or 
a week, if you like. Then make the 
same test on any other kind of buttons 
and compare the results. You will dis- 
cover at a glance the reason why it 
pays to recommend Bakelite molded 
buttons 


Suspended from the button fast- 
ened to the top of this mailing piece 
were three colorful buttons resting 


in a small beaker provided so that 
the test could be made. 
The second of the series bore the 
title, ““Here’s How to Iron Out One 
* Difficulty!” This die-cut broadside 
in the shape of an ironing board con- 
tained a miniature iron and an as- 
sortment of colorful buttons in va- 
ried designs. The message said: 
You'll get no complaints about heat- 
damage if you supply Bakelite molded 
buttons. These tough buttons neither 
soften nor burn at ironing tempera- 
ture and withstand steaming or press- 
ing without discoloration or loss of 
lustre. Your customers who make qual- 
ity clothes will recognize the added 
value of buttons that retain quality ap- 
pearance in spite of frequent pressing. 
That's one of several reasons why it 
pays to recommend Bakelite molded 
buttons 





couple of battle-scarred veterans, it 
never hurts to get the “Owner Bene- 
fits” in early and often. The way 
Lincoln-Schluetter does in just about 
a third of a page on its floor scrub- 

“Will cut floor main- 
tenance costs '%,” it “Twin 
disc brushes which clean floors more 
efficiently than is possible by any 
other method,” it asserts. And every 
time it states an “Owner Benefit,” it 
sends it out to sell goods with a 
product quality or “Reason Why” 


bing machine. 
says. 
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tag backing it up. Lunkenheimer 
puts the customer first, too, in the 
page, “Important Points to Look for 
in Iron Body Gate Valves.” Likewise 
does U. S. Steel in an Iron Age color 
spread that lists “Ten Important Ad- 
vantages of Rolled Steel Design.” 

S. R. Dresser outshines them 
all with “Me Thread Pipe? Not 
When I Can Get Fittings Like 
These!” This two-color page 
takes off its coat, strips its tie, 
rolls up its sleeves, and gets right 


to work. Its creator, C. F. Hoff- 
man of Smith, Hoffman & Smith, 
Inc., most certainly deserves 
mention here, not only for his 
use of strong “Owner Benefits,” 
but for an all-around, powerful 
piece of selling copy. It’s repro- 
duced in these pages—if your 
eyes are sharp, you can read it. 

The game of “Ask Me Another” 

in one form or another, will always 
be popular. Whether it’s crossword 
puzzles, “Old Gold” pictures, quizzes 
such as Time and Scribner's run, John 
Q. Public likes to chew his pencil and 
scratch his head. Advertisers can 
play the game, too, by asking the 
questions, and with success, provid- 
ed they don’t make them too tough, 
and are smart enough to get the an- 
swers in somewhere and somehow. 
Sometimes directly, other times in- 
directly. Sometimes subtly, others 
not so subtly. Depending on the 
set of circumstances. 
@ Bryant Heater, for instance, in the 
page, “Let It Rain It Won’t 
Slow Down Production When 
Humidity Is Under Complete Con- 
trol,” devotes about half the ad to 
a box headed, “Ask Yourself These 
Questions.” There are nine, and each 
imply an answer meaning profits. 
Here’s one sample, “Would a shorter 
drying period cut costs?” What do 
you think? 

Or stick your question up in your 
headline the way Bull Dog Electric 
does with “Why FIXED Electrical 
Outlets Why Not MOVABLE 
Outlets?” Or Macmillan Petroleum 
who asks, “Does Heat Weaken Motor 
Oil?” Or Black & Decker-Van Dorn 
who queries, “Why will High Cycle 
Tools Speed up my Production?” 

Make your questions your main 
text, the way Western Electric does 
in: “Architects Welcome ‘Sound’ Ad- 
vice on Problems Like These.” 

Work your questions right into 
your entire display like Baker Oil 
Tools’ color page, “But, how can | 
KNOW—(1) Is It Strong Enough 
to Be Safe?—(2) Has It an Efficient 
Valve Action?—(3) Can It Be Com- 
pletely and Easily Drilled Up?” Or 
Merco Nordstrom’s back of an insert 
thre “WHY’s"—“WHY a plug 
valve?”—“WHY a lubricated plug 
valve?”—“WHY a ‘Sealdport’ lubri- 
cated plug valve?” 

Present questions and answers to- 
gether as does James Kearney Corpo- 


(Continued on Page 71) 
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Highlights of the 
Railway Market 


Car loadings in the first 33 weeks 
of 1937 amounted to 24,227,282 
cars, a gain of 2,605,690 cars over 
the 21,621,592 cars loaded in the 
comparable 1936 period. 


Locomotive orders totaled 232 in 
the first 33 weeks of 1937, com- 
pared with 13! locomotives in the 
like 1936 period. 

+ 


Passenger-train car orders totaled 
470 in the first 33 weeks of 1937, 
compared with 1/81 in the like 1936 
period. 

* 


Freight car orders totaled 46,170 
in the first 33 weeks of 1937, com- 
pared with 34,029 in the like 1936 
period. 


Railway expenditures for mainte- 
nance of way and structures totaled 
$242,210,489 in the first six months 
of 1937, compared with $216,649,- 
964 in the first six months of 1936. 


Railway expenditures for mainte- 
nance of equipment totaled $420,- 
741,644 in the first six months of 
1937, compared with $380,528,773 
in the first six months of 1936. 








YOUR Specific Railway Selling Needs 


NE of the most effective means at your command to secure 

widespread railway publicity for your products is a vigor- 
ous advertising campaign in one or more of the five Simmons- 
Boardman railway publications. These publications will 
stimulate worthwhile attention and interest in your products, 
because they enable you to select your own railway audience, 
and to concentrate your sales efforts without waste on the 
specific men you want to reach. Each publication is devoted 
to the interest of one of the several branches of railway service 
and each one has a specialized circulation of railway men with 


purchasing influence and buying power. 


Now is an especially opportune time for concentrated and 
aggressive selling in the railway industry—freight traffic is up 

. earnings are up... purchases are up .. . plus greatly in- 
creased expenditures for maintenance of way and structures 
and maintenance of equipment. These outstanding factors point 
to a period of still greater railway buying and they strengly 
emphasize the necessity of establishing a firm competitive posi- 
tion in the expanding raiiway market through consistent pub- 
lication advertising. 


Make an adequate campaign in one or more Simmons- 
Boardman railway publications an integral part of your railway 
sales efforts. 

All Publications 
A. B. C.—A. B. P. 


Simmons-Boardman Publishing Corporation 
30 Church Street. New York. XN. Y. 105 W. Adams Street. Chicago, IL. 





Washington, D. C. Los Anyeles San Francisco Seattle 


Terminal Tower, Cleveland 
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[CONTINUED FROM PaGeE 30] 


Pricing 
is keen, but are less apt to force the 


manufacturer to price below cost 
even for great volume if the buyers 
are satisfied that the efficiency of 
manufacture is as great as may be 
expected and the costs are as nearly 


correct as possible. 


@ Cost of production and marketing 
are factors in price determination, or 
at least in determining whether the 
seller will release his supply at the 
market or will compete at all; and 
whether the buyer will take a prof- 
fered supply at the price offered or 
will himself produce the items or 
select substitutes. 

Prices set on the basis of cost of 
production must be adjusted to cor- 
relate with a basis of market condi- 
tions. That is, no matter what the 
cost of production, it is imperative 
that the price be attractive from the 
buyer’s standpoint. 


The buyer must be desirous and 
capable of purchase at the price be- 
cause of intrinsic value, utility, ne- 
cessity, or pleasure. The price meets 
competition. The price makes pos- 
sible a saving or profit for the buyer. 

A cross-section of the available 
and potential market must be ob- 
tained, the probable purchasing power 
determined, the buying habits and 
trends surveyed. These factors as- 
sist in establishing the volume to be 
manufactured, the cost of distribu- 
tion, and whether at the cost of 
production and distribution the eco- 
nomic price will permit of a profit 
to the manufacturer or vendor. 

Prices set by agreements or edicts 
will permit volume sale of the com- 
modities or services only so long as 
due consideration has been given to 
each fundamental economic factor. 

There are many machines on the 
market to facilitate the compiling of 
costs and market data, but it must 
be remembered that these will work 
mechanically but none will work eco- 
nomically satisfactorily without hu- 
man experience and judgment in the 
persons of specialists to design the 
procedures, select the necessary op- 
erations and controls 
of production. 

One of the 
costs is labor. No two persons are 


supervise the 


major influences of 
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alike in productive ability. Rating 
the production abilities of persons 
on certain types of machines, we can 
classify them conveniently as supe- 
rior, excellent, very good, good, fair, 
poor or unusable. 


Standarization of wage rates com- 
pletely ignores a fundamental of eco- 
nomics, that is the value of individ- 
ual production in terms of its sale 
value. 

Human considerations suggest a 

flexible wage plan that allows differ- 
entials in coefficients of individual 
or geographically sectional group pro- 
ductivity. Under the latter consid- 
erations, if the economic price is 
found for a commodity or service and 
the production and distribution cost 
established to allow a _ reasonable 
profit, then wages can be allocated 
to the various classifications of per- 
sons to produce about the same cost 
no matter which group or in what 
proportions the groups may be em- 
ployed. 
@ True, if this allocation does not or 
cannot make a living wage, or even 
a cultural wage, if you suggest, for 
anyone employed and an_ incentive 
to produce more to earn more, then 
the producer or vendor must choose 
whether to meet the demands of 
labor and take a temporary loss 
intil purchasing power increases to 
permit an increase in the sale price 
or to refuse to produce at all. 


Prices have been determined, and 
are determined in our present day as 
though by the shaking of dice. A 
buyer for a retail department store 
sometimes selects an item and prices 
it according to what he believes he 
can sell it for. In any market there 
is often someone to pay an exorbi- 
tant price. And usually there is the 
smart chiseler who is scheming to 
obtain his purchases of goods or serv- 
ices for less than their fair worth. 


It seems that the economic pot 
must boil merrily over the fire of 
ignorance, unsold or distorted ideas, 
fraud, deceit, scheming and plain in- 
competence to turn out a reasonably 
palatable economic mess that by and 
large serves most parties concerned. 
And this result is only because the 
piece de resistance being cooked, is 
itself mostly an economic necessity 
and is flavored here and there with 
some knowledge, selling, buying, 
ethics and efficient intelligent man- 
agement. 


Industrial 
expositions 


Week of Sept. 6. Annual Metal Mining 
Convention & Exposition, Cincinnati. 
Julian D. Conover, Sec., 309 Munsey 
Bldg., Washington, D. C. 


Sept. 6-10. American Chemical Society, 
Rochester, N. Y. L. Parsons, 728 
Mills Bldg., Washington, D. C 

Sept. 19-23. American Transit Associa- 
tion, White Sulphur Springs. W. Va. 
G. C. Hecker, 292 Madison Ave.. New 
York. 


Sept. 21-23. Roadmasters and Mainte- 
nance of Way Association, Chicago. 
F. Donahoe, 428 Madison Ave., Pitts- 
burgh. 


Sept. 27-30. Illuminating Engineers’ So- 
ciety, White Sulphur Springs. W. Va. 
A. D. Cameron, 51 Madison Ave., New 
York. 


Sept. 28-Oct. 1. Iron & Steel Exposi- 
tion, Association of Iron & Steel En- 
gineers, Stevens Hotel, Chicago 


Oct. 3-7. Laundryowners National Asso- 
ciation of the U. S. and Canada, Cleve- 
land. <A. Johnson, Box 1187, Joliet, 
Ill. 


Oct. 4-6. American Society of Municipal 
Engineers, Atlanta. F. Herring, 850 
E. 58th St., Chicago. 


Oct. 4-8. Brewing Materials and Equip- 
ment Exposition, Milwaukee Audito- 
rium, Milwaukee, Wis. Master Brewers 
Association of Am., 500 W. Kilbourn 
Ave., Milwaukee. 


Oct. 4-8. National Restaurant Assozia- 
tion, Restaurant Mart, Chicago. Frank 
J. Wiffler, Sec., 666 Lake Shore Drive, 
Chicago. 

Oct. 9-16. National Dairy Association, 
Columbus, O. Lloyd Burlingham, 308 
W. Washington St., Chicago 

Week of Oct. 11. Direct Mail Advertis- 
ing Association, Statler Hotel, Cleve 
land. Henry R. Hoke, Exec. Mgr., 761 
Hotel Pennsylvania, New York. 

Oct. 11-16. Oil-World Exposition, Inc., 
Exposition Bldg., Houston, Texas. 

Oct. 14-16. Independent Petroleum As- 
sociation of America, Houston. C. 
Buchner, 702 Thompson Bldg., Tulsa, 
Okla. 


Oct. 18-21. National Electrical Contrac- 
tors Association, Biltmore Hotel, Los 
Angeles. L. W. Davis, 420 Lexington 
Ave., New York. 

Oct. 18-22. American Society of Metals, 
Ambassador Hotel, Atlantic City, N. J 
W. H. Eisenman, Sec., 7016 Euclid 








Ave., Cleveland. 


Oct. 19-21. American Railway Bridge © 
Building Association, Stevens Hotel, 
Chicago. C. A. Lichty, Sec. 319 N 
Waller Ave., Chicago. 

Dec. 6-11. Exposition of Chemical In 
dustries, Grand Central Palace, New 
York. Charles F. Roth, Mgr., Grand 
Central Palace, New York 

Jan. 24-28. Sth International Heating © 
Ventilating Exposition, Grand Central 
Palace, New York. Charles F. Roth, 
Mgr. 
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MACHINE DESIGN 


Seven Primary Reasons Why 


over 25,000 Engineering 
Executives... 


@ BECAUSE it is devoted exclusively to en- 
gineering problems in relation to the design of 
all machinery in which specification of parts, 
materials and finishes plays a major role. 

@ BECAUSE it serves as a comprehensive 
“clearing house” for the transference of ideas 
from one field to another. 

@ BECAUSE it thoroughly covers and reports 
the trends in design of machines, design being 
the factor on which the business future of many 
companies depends. 

= BECAUSE its editorial function is to dissem- 
inate information that will enable designers to 
build more salability into their machines. 

@ BECAUSE its editorial personnel includes 
thoroughly informed engineers who, in addi- 
tion to their own background and investigations, 
draw heavily on the resources of authorities on 
various subjects related to design. 

@ BECAUSE all types of machines and machine 
parts are constantly treated both from the 


theoretical as well as the practical aspect. 
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@ BECAUSE MACHINE DESIGN is unusually 
attractive in physical appearance and flat make- 
up. It is saddle stitched and printed on heavy 
coated stock to assure good detail in reproduction 
of photographs and drawings. Color is widely 
used in both advertising and editorial pages. 


...and why does it ‘‘CLICK” 


with advertisers? 


Simply because reader recognition is the best 
possible recommendation when advertisers 
are searching for effective media. MACHINE 
DESIGN has a monthly-distribution in excess 
of 9,300 copies going to more than 6,700 differ- 
ent machinery manufacturing plants. Its total 
readership of over 25,000 design executives, 
chief engineers and designers is proof-positive 
that advertisers’ messages are reaching the 


men who influence future orders. 


MACHINE DESIGN 


PARTS - MATERIALS - METHODS : FINISHES 
CLEVELAND, O. 
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In November Chem & Met 
reaches the climax of a year of 
editorial achievement with the 
publication of the 16th CHEM- 
ICAL EXPOSITION ISSUE. 

Appearing two weeks prior to 
the opening of the biennial 
Chemical Show at the Grand 
Central Palace, New York... 
this important number provides 
you with a splendid opportunity to increase your 
sales and MAKE MORE MONEY. 

The attention and interest of every key man in 
the Process Industries will be focussed on the new 
developments in Equipment and Materials, to be 
exhibited at the Chem Show. 

The inclusion of the  Exposition’s GUIDE & 
DIRECTORY in this issue will tie up Chem & Met 
directly with this important event and add the ele- 
ment of permanency to the many other plus values 
of this advertising opportunity. 

An advertisement in Chem & Met is a natural to 


attract attention to your exhibit at the show. If you * 


are not planning an exhibit, it is doubly important 
that you utilize the advertising pages of Chem & Met 
— to publicize your products, and to tell the story of 


Place YOUR Message ‘‘Down In 
Front’’ at the 16th Chemical 
Exposition ... With an Adver- 
tisement in Chem & Met 


your contributions to the progress of the Chemical 
Engineering Industries. 

Exhibitor Advertisers in November Chem & Met 
are privileged to have their ads reprinted in the 
Exposition GUIDE & DIRECTORY which is dis- 
tributed to all registered visitors at the Show. An 
attractive rate is offered to cover this combination. 
The total circulation of the November Issue and the 
Guide & Directory will be over 40,000. These rates 
will be furnished on request. 

There is no advance in rates for advertising in the 
regular pages of Chem & Met. Write TODAY and 


reserve your space. 
Cun Detailed 
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CHEMICAL 


& METALLURGICAL 


ENGINEERING 
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A McGRAW-HILL PUBLICATION 


ABP 


330 WEST 42nd STREET, NEW YORK, N. Y. 








ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Mailing Card Coupons vs. 
Ordinary Coupons 


Do inserts of stock heavy enough 
to permit making a return mailing 
card out of the coupon bring more 
replies than ordinary coupons and is 
the additional expense worth while? 

ADVERTISING MANAGER. 

The coupon on the insert can be 
made large enough to form a pre- 
paid post card which naturally has 
the advantage over a coupon requir- 
ing an envelope. In a number of 
tests which we have seen made over 
a period of time, the post card al- 
ways comes out ahead when offers 
are reasonably comparable. 

While we have not actually 
checked cost per card compared with 
the cost per coupon, we believe cost 


per card is less. 


Plan for Advertising? 


What general rules may be espe- 
cially applied to business paper adver- 
tisements which are to be inserted by 
a comparatively small company who 
must fight for recognition against 
the competition of larger manufac- 
turers whose mere bulk of space used 
assures them of getting attention? 

We manufacture heavy construc- 
tion equipment in four or five sizes. 
This year we have confined our full 
page ads to one or two nation-wide 
publications rather than spreading our 
fire to allow fractional pages of space 
in a number of papers. Are there 
any general rules for approach and 
copy which you would recommend 
under these conditions? 

ASSISTANT SALES MANAGER. 


Your question involves a basic plan 
of attack which really be 
without going over all 


cannot 
determined 
of the elements at stake. Since you 
are manufacturing heavy construc- 
tion equipment, it is probably nec- 
essary for you to take full pages— 
perhaps it might even pay to take 
colored inserts on heavy stock dur- 
ing the principal buying seasons, if 
any, in order to at least appear to 
Then use 


dominate the situation. 
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minimum cards the rest of the time 
in order to get a chance to quote 
when buyers are looking in the buy- 
ing directories of current magazines, 
perhaps spurred on by editorials or 
advertisements of your competition. 
To make the most of your full 
page or insert space, it will probably 
be desirable to make reprints and 
send these reprints along with letters 
to all principal customers and pros- 
pective customers. As the number of 
customers for your type of equip- 
ment is probably reasonably limited, 
this may prove to be the smartest 
and most economical method. 
Sometimes a manufacturer will 
send a preprint of an ad one month 
in connection with his letter or di- 
rect mail campaign, use the adver- 
tisement in industrial papers the next 





R. L. Hamilton, advertising manager, 
The Dumore Company, Racine, Wis., 
injects a little human interest into the 
business reply card enclosed with the 
"Dumore Shop Talk," house publica- 
tion. The smiling young miss says it 
will be a pleasure to arrange for a 
free demonstration or supply more 
information on Dumore products 


“Yes, sir! It will 
be a pleasure to 
arrange a Free 
demonstration 
for you...or 
supply complete 
information on 

poy 

, uct Just fill 
in the card and 
drop it in the mail 
Yes, sir! Thank you 
sir! Call again!” 


ay 


We are interested in Grinders 
Motors Hedge Trimmers 
Name Title 
Company 

Street 

City State 


Our Industrial Distributor is 


month, etc. or he may use the ad- 
vertisement in publications the first 
month and the direct mail the second 
month in order to keep contact and 
appear to be doing as much or more 
than his competition. 


What Type of Calendar? 


What percentage of advertising 
appropriation between $50,000 and 
$100,000 may justly be spent for a 
calendar and would it be best to use 
the money for a quality job to go to 
a limited or selected list or spread it 
as far as possible with a cheaper price? 

ADVERTISING MANAGER. 

We take for granted that you have 
come to the conclusion that a cal- 
endar is definitely helpful to your 
business. In any appropriation, first 
things come first. After all the rea- 
sonable items were taken care of, we 
would then consider how 
money was left for a calendar. 

We would not use a calendar un- 
less we could get one that would 
compare favorably with other ef- 
forts, if any, in our particular field. 
We would make the calendar money 
go as far as possible but we would 
not spread it to the point of spoil- 
ing the piece. 


much 


Distribution of Industrial 
Motion Pictures 


We are nearing the completion of 
an ‘industrial motion picture show- 
ing our products in use at various 
factories, as well as the production in 
our own plant. Do your files con- 
tain material used by other concerns 
to solicit showing dates? This pic- 
ture is designed to be shown in fac- 
tories. 

Also do you have any articles re- 
garding the publicizing of industrial 
pictures through the medium of di- 
rect mail and trade journals? We 
would appreciate looking over an) 
material which you feel might be of 
service to us in this connection. 

ADVERTISING MANAGER. 

One of the principal reasons more 
industrial movies have not been made 
is the fact that it is difficult to find 
good opportunities for showing them. 

A number of articles have been 
written on this general subject, in- 
cluding the following in INpbustrRia! 
MarRKETING: Page 17, Aug., 1937— 
“Backing Up the Sales Story with 
Motion Pictures’—Waukesha Motors 
Company; Page 21, Feb., 1937— 
“Motion Picturee—How We Make 
and Use Them”—Consolidated Ash- 
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Somewhere back in the 
dim past someone said 
..." There's no use pret- 
tying up a trade-paper. 
Technical men and en- 
gineers aren't interested in 


appearances’... . and people be- METAL 
lieved it. 

In th ti tal bought d PR RESS 

n the meantime metal men bought... . an 
kept on buying... . beautiful homes... . fine pictures DISPROVED 
and furniture... . opera tickets... . the most modern THAT 
automobiles... . in fact, all of the fine things of life. 

FALLACY 


METAL PROGRESS with its first issue punctured the 


fallacy that metal men don't care about appearances. 


The sensation caused by its first issue, with its beauti- 
ful format, room-to-breathe editorial makeup, gen- 
erous-sized illustrations, graphs and charts large 


enough to be actually readable, made it in- 


stantly apparent that METAL PROGRESS was 
both the NEW and the RIGHT idea in technical 
publishing. 





Shrewd advertisers immediately sensed the 
opportunity, bought space, gave special 
care to the production of better-than-run-of- 
the-mine advertisements .... and cashed in 
liberally on the extra measure of reader-ap- 
peal assured them in the pages of METAL 
PROGRESS. 


The novelty of the superior presentation of 
advertisers’ sales-messages in METAL 


PROGRESS is past but the Extra Reader 


Appeal because of it still persists. 


And it's yours whenever you want to 
capitalize it. 


Rates and circulation data on request. 


METAL PROGI 


Published monthly by AMERICAN SOCIETY FOR METALS, 7016 Euclid Ave., Cleveland 
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croft Hancock Company; Page 22, 
March, 1937—"Knitting Closer to an 
Industry with Movies”—Kenwood 
Mills; Page 23, Aug, 1935— 
“We're in the Movies Now”—Johns- 
March, 1936— 
Experience with Motion 
1937—Caterpillar 


Manville; Page 17 
“Norton’s 
Pictures,” June, 
Tractor Company’s case study. 

You are of course familiar with 
the usual attempt at getting groups 
together at different cities. Less has 
been done along this line in getting 
groups from many departments of 


one tactoryv to see the movie at the 


same convenient time and location 
in the plant. Another opportunity 
which is often overlooked is the ship- 
ping of film to different distributing 
organizations and even to customers 
and prospective customers  them- 
selves. 

Movie projectors are so common 
now that films may be generally sent 
and used without the necessity of 
sending a representative to take care 
of the projection. 

We would believe that occasional 
letters offering the use of the film 
would keep many sets of film busy. 





BUILD SALES through 
LEADERS in these fields 


PRACTICAL BUILDER 


“rm ie Cle wht Ry Bae 





* 


PRACTICAL BUILDER—the 
most effective means of influ- 
encing specification and pur- 
chase among 60,000 plus, ac- 
tive building contractors. 


* 


BUILDING SUPPLY NEWS—to 
deliver your selling message to 
8.000 merchandising - minded 
ACE lumber and building ma- 
terial dealers. 

* 


CERAMIC INDUSTRY—to reach 
the executives in today’s active 
and expanding pottery, porce- 
lain enamel and glass plants. 


* 


BRICK & CLAY RECORD—the 
only publication providing cov- 
erage of the operating execu- 
tives in clay products plants 
(brick, drain tile, sewer pipe. re- 
fractories, etc.) 


* 
CERAMIC DATA BOOK—6,000 
copies reaching all buying in- 


fluence in the ceramic and clay 
products field. 


Five Publications in the Construction Field 
Published by 


Industrial Publications, Inc., 59 E. Van Buren St., Chicago 
a REE | AEE LE ERS AES SE, 
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[CONTINUED FROM PaGE 21] 


Selling by Mail 


into territories assigned to distributors, 
but we do it on an entirely different 
mailing schedule than in the open ter- 
ritories. Suppose, for instance, we 
have 5,000 prospects in a particular 
territory, in which we have a dis- 
tributor with, say, two salesmen 
working under him. We will divide 
that list of prospects up and send out 
mailings in that territory of approxi- 
mately 100 pieces a week. The dis- 
tributor and his salesmen receive a list 
of the prospects we are mailing to that 
particular week and they are expected 
to follow up those particular pros- 
pects immediately. In this way, we 
avoid the waste of covering 5,000 
people at once and making it impos- 
sible for the distributor to get a real 
benefit out of it. 

Orders in closed territories are cred- 
ited to distributors even if produced 
by our direct mail. 

We are putting out other items 
which are being sold in exactly the 
same way as our welding outfits, with 
—apparently—equal success. We be- 
lieve in this direct method. It works! 
It means lower cost merchandise for 
the customer and the profits of mass 
production for the manufacturer. 

Before we ever heard of the Brook- 
ings Institution we were applying the 
principles that I have expressed—of 
giving the customer more for his 
money, and then letting nature take 
its course. We believe the average 
customer has brains. If he sees a 
good thing he will grab it, and we 
are making it our business to be sure 
that he sees as many good things as 
possible. 





Westinghouse Creates New 
Products Division 


Westinghouse Electric & Mfg. Com- 
pany, East Pittsburgh, Pa., has formed a 
New Products Division, which will in- 
clude separate engineering, manufacturing 
and sales departments. 

H. M. Wilcox, formerly vice-president 
of Electrical Research Products, Inc., is 
manager of the new division, with H. W 
Tenney as engineering manager, and 
George F. Begoon sales manager 


Klein in New Post 


Joseph J. Klein, formerly associate ad- 
vertising manager, Celotex Corporation, 
has joined Building Supply News as di- 


rector of research 


























Paper and 
Pulp Mill 
Onteliy iit: 


Connemara Srecbardteed 


Cyentoguee of 


PAPER AND PUL? MELL MACHINERY EQUIPMENT, 
CHEMICALS AND SUPPLILS 


1936 


EDWARD 5 FRIT?, Publisher 


333 N Michigan Ave 


How. | 


Those five words tell the story behind 


The Fritz Publications, THE PAPER IN- 
DUSTRY, PAPER and PULP MILL CATA- 
LOGUE and PAPER WORLD. 

It is the purpose of THE PAPER INDUS- 
TRY, an educational journal, to present 
something of the how and why of some 
of the numerous and important subjects 
pertaining to the production of pulp and 
paper. 

It is the purpose of the PAPER and PULP 
MILL CATALOGUE, a reference work, to 
furnish information on sources of supply 


for ecuipment and materials as well as to 


Citgo. Tino 6 46 A 





make available in convenient form a vast 
amount of handbook data and other ma- 
terial of direct interest to those associated 
in some technical or executive capacity 
with the production of pulp and paper. 

It is the purpose of PAPER WORLD to 
furnish the news of the world about paper 
and pulp to those who are in the news 
and to those in the background who are 
making the wheels go round. 

Place these three publications on your 
schedule for 1938 as the only means of 
securing complete coverage of the sug- 
gestive and actual buying power of the 


pulp and paper making market. 


THE FRITZ PUBLICATIONS 


333 N. Michigan Ave. 


Chicago, Ill. 
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Fifteen Years 


Of the N. I. A. A. 

@ A LITTLE more than fifteen years ago, in 
June, 1922, the organization meeting of the 
National Industrial Advertisers Association was 
held in Milwaukee, in connection with the con- 
vention of the Advertising Federation of 
America, then known as the Associated Adver- 
tising Clubs of the World. 

The first suggestion for an association was ex- 
pressed following a departmental session of the 
Associated Business Papers, Inc., held at the 
A.A.C. of W. convention in Atlanta the pre- 
ceding year. At that time a number of indus- 
trial advertisers and publishers who attended the 
A.B.P. session wondered why industrial adver- 
tisers didn’t have their own national association. 
Then it happened! 

It may be of some interest to recall that when 
the Milwaukee meeting gave birth to the 
N.LA.A., there were some doubts expressed as 
to the desirability of launching this new organ- 
ization in a field already overcrowded with as- 
sociations. But even a brief review of the work 
of the association more than justifies the great 
effort and energy which have been expended 
upon its development by the men who have been 
leaders during the past fifteen years in the work 
of the N.LA.A. and its local groups. 

The development of numerous local chapters 
of the N.I.A.A. was one of the first programs 
undertaken, and it has given to practically all 
industrial advertisers the opportunity for con- 
stant direct personal contacts with others in the 
field. When the national body was formed in 
1922, only the Technical Publicity Association 
of New York and the Engineering Advertisers 
Association of Chicago had been in the field, 
Milwaukee organizing for and playing host to 
the initial convention. Only through N.ILA.A. 
activities could industrial advertisers have been 
given the facilities for the study and discussions 
through which they have developed better and 
more efficient industrial advertising and sales 
promotion programs. 

The N.I.A.A. carried on through a depres- 
sion which had most of the capital goods indus- 
tries flat on their backs. That continued serv- 
ice during a period when many of the industries 
served by its members were reduced to skeleton 
organizations and operations proved both the 
vitality and importance of the service of the 
N.LA.A. 
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Now with the Chicago convention looming 
ahead, the officers and members of the associa- 
tion may be justified in feeling that they have 
arrived. They have won recognition and perma- 
nence for the association, which now has a tre- 
mendous opportunity to serve as the spokesman 
for the marketing interests of all manufactur- 
ers selling to industry. The definition of that 
program may be made a milestone in the de- 
velopment of an association which has already 
proved its usefulness and indispensable character. 


Are Executives 
Marketing-Minded? 


@ IT USED to be said, with a note of regret, 
that most heads of companies selling to industry 
are not marketing-minded. They were described 
as engineering or production-minded, and as 
viewing marketing as a necessary but relatively 
unimportant part of the business operation. 

We doubt if that statement could fairly be 
made today. The depression on the one hand 
and developments in the field of governmental 
action and public opinion on the other have 
shown the heads of companies making the ma- 
chinery, materials and supplies needed by in- 
dustry that their relationship to industry and the 
public is a highly important one. They have 
rapidly sensed the fact that both in selling their 
products and selling their policies they need to 
be aware of and familiar with the technique of 
the marketer and advertiser. 

Engineering research and production efh- 
ciency must continue to have their important 
places in the scheme of things. Only by the 
constant improvement of products, as to design 
and manufacture, can producers serving indus- 
try maintain the progress which makes possible 
more and better goods for the general public. 
The improvement of machines, materials and 
methods are all fundamental in the picture of 
American advances in industry and living con- 
ditions. 

But we believe that the heads of important 
companies manufacturing industrial goods, as 
distinguished from those of general consump- 
tion, have realized that the marketing phases of 
their businesses are vitally important. They 
understand that both industry and the public 
should know the basic policies on which large 
enterprises of this character are founded. They 
appreciate the necessity of taking labor into 
their confidence and insuring the establishment 
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of satisfactory industrial relations of a perma- 
nent character. 

Thus the manufacturer of 1937 is looking to 
his advertising and sales promotion executives 
for broader and even more important services 
than those indicated by the character of their 
work in previous years. Sound, hard-hitting ad- 
vertising is wanted, but in addition the head of 
this department can contribute something to 
the thinking of the major executives of his com- 
pany in terms of the broad policies of public 
relations which most forward-looking execu- 
tives have in mind. 


No Substitute 

For Good Copy 

@ THE enthusiasm with which the adventures 
of The Copy Chasers have been followed in 
INDUSTRIAL MARKETING shows the keen interest 
of manufacturers in the advertisements with 
which they are soliciting the business and good 
opinion of their prospects. After all, nothing 
takes the place of good advertising copy, and the 
prospect only knows what he can find out by 
reading the ads. They’ve got to be good. 


The industrial advertiser has a far more diff- 
cult problem than is presented to the general 
advertiser, whose market is fairly uniform and 
who can use the same copy in practically all 


media. With the industrial advertiser, present- 
ing numerous products with varying applica- 
tions to different fields, copy requirements in- 
clude the preparation of many advertisements, 
each specialized to the product and the applica- 


tion. Hence in the production of a far greater 


number and variety of advertisements, the in- 
dustrial advertiser may be excused if his copy 
does not always match that of the general ad- 
vertiser in appearance and text. 

However, any student of industrial adver- 
tising knows that copy has improved immeasur- 
ably in the last few years. It has had to do a 
better job, in poor times, and in good times it 
has had to meet and overcome greater competi- 
tion. It has needed a punch all the way, and it 
has been developing one. 

Advertising agencies are playing a more im- 
portant part in the production of industrial 
copy than formerly. They have added improved 
techniques from the standpoint of art, layouts 
and typography. Industrial advertisements are 
getting to be more interesting, to have more at- 
tention value. 

Industry today is looking for the good news 
of better products. Those who write this story 
have an audience which is eager to hear what 
advertisers have to say. There never was a 
greater opportunity for industrial copywriters. 
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Press Agentry 
Is Not the Solution 


@ ONE of the difficulties which will be experi- 
enced in reaching solid ground in the effort to 
provide industry with the right relationship to 
the public is the belief held by some important 
people that it is all merely a question of pub- 
licity. A corollary to this somewhat naive belief 
is that a good press agent, perhaps styled a public 
relations counselor, may be able to find the 
answers to all the pressing problems of the day. 

Unfortunately, the question is much more 
basic than that. Publicity based on nothing 
more fundamental than the desire to put the 
name of the company in the papers is likely to 
do just as much harm as good. Even the more 
intelligent press representatives, and there are 
a number, realize that the problem must be ap- 
proached more than superficially. Unfortunate- 
ly, they find it expedient, in selling their serv- 
ices, to suggest occult powers which will be 
exercised by persuading the press to present the 
story of the industry in just the way which will 
be most soothing to its executives and most 
calculated to impress the general public. 

Ivy Lee was the greatest public relations man 
of his generation, and his philosophy was based 
on correcting wrong policies and establishing 
right ones. His advice to John D. Rockefeller 
had little to do with publicity as such, and much 
to do with eliminating wrong practices in in- 
dustrial relations. When the right policies were 
substituted, publicity of a constructive charac- 
ter followed as a matter of course. Press agents 
weren’t needed—news was published because it 
had significance to the public and to industry 


alike. 


If the heads of important businesses get the 
mistaken idea that all they need to put their re- 
lations with the public into good order is to 
hire a bright young press agent, they are likely 
to be grievously disappointed. They are per- 
haps going to see some newspaper and magazine 
clippings based on “news releases” sent out by 
the staff of the press agent, but publicity pills 
will never cure an organic disease. 

The men who have to do with outside con- 
tacts—marketing, sales and advertising execu- 
tives—should be called in by company heads and 
asked to do their share in helping to establish 
sound policies. To expect a high-priced press 
agent to perform miracles is to expect the im- 
possible. Worse, valuable time may be lost in 
a period when constructive thinking would go 
far toward establishing a program which would 
meet with the approval of labor, customers and 
the public generally. 
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MEMBERS OF 
THE ASSOCIATED BUSINESS PAPERS, INC. 


(Classified List) 


INDUSTRIAL © TECHNICAL @ CONSTRUCTION 
TRANSPORTATION @ DISTRIBUTION 


Air Conditioning and Refrigeration News 
American Artisan 
American Builder and Building Age 
Americon Machinist 
American Miller 
American Paint Journal 
American Perfumer (The) 
American Printer (The) 
Atlantic Fisherman 
Automotive Industries 
Aviation 
Bakers’ Helper 
Bokers Weekly 
Blast Furnace and Stee! Plant 





Buildings and Building Management 
Bus Transportation 
Canadian Transportation 
Ceramic Industry 
Chemical ond Metallurgical Engineering 
Coal Age 
Concrete 
Construction Methods and Equipment 
Cotton 
Daily Metal Trade 
Diesel Power and Diesel Transportation 
Electrical Contracting 
Electrical West 
Electrical World 
Electronics 
Engineering and Mining Journal 
Engineering News-Record 
Factory Management and Maintenance 
Fire Engineering 
Food Industries 
Foundry (The) 
Furniture Manufacturer 
Gas 
Gas Age-Record & Natural Gas 
Heating & Ventilating 
Heating, Piping and Air Conditioning 
Hide and Leather with Shoe Factory 
lee Cream Review (The) 
lee Cream Trade Journal (The) 
Inland Printer (The) 
lron Age (The) 
Machinery 
Marine Engineering and Shipping Review 
Metals & Alloys 
Modern Brewer 
Municipal Sanitation 
National Petroleum News 
National Provisioner (The) 
National Real Estate Journal 
Oil Weekly (The) 
Paper Industry (The) 
Paper Mill and Wood Pulp News (The) 
Petroleum Engineer (The) 
Power 
Power Plant Engineering 
Printing Art Quarterly (The) 
Product Engineering 
Railway Age 
Railway Electrical Engineer 
Railway Engineering and Maintenance 
Railway Mechanical Engineer 
Railway Signaling 
Refiner and Natural Gasoline Manufacturer 
Rock Products 
Shears (Package Manufacturing Journal) 
Shoe and Leather Reporter 
Soap 
Southern Power Journal 
Steel 
Textile Bulletin 
Textile World 
Timberman (The) 
Traffic World (The) 
Transit Journal 
Water Works Engineering 
Weter Works and Seweroge 
Welding Engineer (The) 
Woed Worker (The) 
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Just as in navigating a stormy sea, all available guides to skill 
should be employed. But although reliable business papers possess 
a special knowledge of the markets they serve, many advertisers 
overlook this trustworthy source of guidance. 


By “reliable” we mean the A.B.P. sort of publications that employ 
highly trained editors whose sole obligation is to glean and inter- 
pret important events, to advance practical ideas, to render tangible 
help to readers who want it enough to pay for it...the kind that 
devote themselves so diligently to the subscribers’ interests that 
they can truthfully offer advertisers “packaged influence” reaching 
a “conditioned” audience. 

Men who represent A.B. P. publications have under their hats, 
and in their files, a specialized knowledge that can help you steer 
a true course to advertising economy and maximum sales results. 





Foggy Weather 
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They are more than “space peddlers”. They'd rather hear about 
your sales problems than extol the virtues of their publications, for 
only then can they be of genuine help, whether the solution in- 
dicates their own papers or not. And you can be sure that they 


will respect your confidence! 


Next time you see the A.B.P. symbol on a man’s card, toss him 
a few questions that bear upon your market objectives. If he can't 
make a helpful suggestion based on his own experience in his publi- 
cation’s field, the chances are excellent that one of his editors can. 


TWELVE WAYS THE A.B.P. PUBLICATION 
REPRESENTATIVE CAN HELP YOU: 


L To sense and evaluate significant trends 

& To determine market potentials 

3 To suggest product or package changes. 

4 To help you select and reach your prime prospects 
5. To help plan sales and advertising strategy 


4 To aid in improving sales and distributive setup 
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7. To help you see your business as business sees it 
8. To scan copy for trade jargon 


9. To suggest new products, or new markets for old 
products 


10. To sugges! ways to make sales promotion more 
effective 


11. To help devise practical merchandising maternal 


1%. To point out specific sales opportunities 


i =§=6The 1937 A. B. P. Blue Book brings you a iuo-edged yardstick 
of media value: impartial A. B. C. measurement of reader 
interest in terms of net paid circulation, PLUS authentic 
facts relating to editorial scope and readership analysis. 











369 LEXINGTON AVENUE 
NEW YORK CITY 


MEMBERS OF a 
THE ASSOCIATED BUSINESS PAPERS, INC. 
(Classified List, Continued) 


@ TRADE AND MERCHANDISING e 


Automobile Trade Journal 
Boot and Shoe Recorder 
Building Supply News 
Canadian Grocer 
Chain Store Age—Admini ion Edition 
Chain Store Age—Druggist Edition 
Chain Store Age—General Merchandise 
Variety Store Executives Edition 
Chain Store Age—Variety Store Managers Edition 
Chain Store Age—Grocery Executives Edition 








Geyer’s Stati & Busi Equip t Topics 
Gift & Art Buyer (The) 
Hardware Age 
Hardware and Matal (of Canada) 
House Furnishing Review 
Infants’ and Children’s Review 
Jewelers’ Circular-Keystone (The) 
Linens and Domestics 
Mida's Criterion 
Milk Dealer (The) 

Mill Supplies 
Modern Packaging 
Motor Age 
Petroleum Marketer 
Radio Retailing 
Southern Automotive Journal 


Spirits 
Sporting Goods Dealer (The) 
Sporting Goods Journal 
Underwear & Hosiery Review (The) 





PROFESSIONAL e@ INSTITUTIONAL @ SERVICE 


Advertising Age 
Advertising and Selling 
American Business 
American Hairdresser (The) 
A i R t Magazine (The) 
American School Board Journal (The) 
Architectural Forum (The) 
Architectural Record (The) 
Casualty Insuror (The) 
Catholic School Journal (The) 
Editor & Publisher 
Embalmers’ Monthly (The) 
Hospital Management 
Hotel Bulletin 
Hotel Management 
Hotel Monthly (The) 
industrial Arts & Vocational Educati 
Insurance Salesman (The) 
Laundry Age 
National Cleaner & Dyer (The) 
National Underwriter (The) 
Nationo! Underwriter Life insurance Edition (The) 
Pencil Points 
Printers’ Ink 
Printers’ Ink Monthly 
Real Estate Record 
Restaurant Management 
Rough Notes 
Sales Management 
Signs of the Times 
Starchroom Laundry Journal (The) 




















































[CONTINUED FROM Pace 24] 


Copy Testing 


ered the extremely unorthodox cam- 
paign prepared under the new psy- 
chology were: “What would be the 
effect on the trade?” “How would 
the representatives react?” 

The new campaign was launched 
with primary emphasis on highly per- 
sonalized dramatic situations; the ap- 
peal was fundamentally emotional. A 
devilishly cute baby picture ran under 


the headline: He'll Never Worry if 


You Install Blank System Now! An- 
other ad, a photograph of a man 
serenely happy in blissful slumber car- 
ried the headline: You Can Sleep Peace- 
fully While Blank System Operates 
Your Boilers. A third, a photograph 
of a man pointing to an open bank 
book while his wife gazes admiringly 
over his shoulder, bore the headline: 
Point with Pride to Increased Profits! 
Still another, showing a happy picnic 
scene, had this headline: Enjoy Week- 
ends with the Family. While Blank 
System Works in Your Plant. Other 
copy ran in the same vein. Never was 





the Central West. 


sonal need. 


na 


$2,102.40. 


cost per sale. 








“What, No ZEBRAS?” 


No, gentlemen, we have never carried any zebra adver- 
tising. But if there were a demand for zebras among 
business executives of the rich Central West, this publi- 
cation would be a must on the advertising lists of canny 
zebra-dealers. And here’s why: 


1. The Chicago Journal of Commerce is the only 
business and financial daily published in and for 


2. It is read principally by owners, executives and 
department heads of Central West business—the 
men who specify products, OK orders. 


3. These men value the Chicago Journal of Com- 
merce. They pay $15 a year to have its accurate 
Spot news on their desks every business morn- 
ing. During the depression years, subscription 
renewals averaged 89% a year. 


4. The range of goods and services effectively sold 
through the Chicago Journal of Commerce cov- 
ers practically every industrial, business and per- 


Dominant space to work this rich sectional mar- 
ket intensively—wwhere all are potential buyers 
—costs very little in the Chicago Journal of 
Commerce. For example, 12 quarter pages for 


Work the billion dollar order-pool of Central West 
industry more effectively—land the “big ones’ 


— AND LA SALLE STREET 


12 East Grand Avenue, Chicago 


Chicago Journal of Commerce 


The daily business and financial neu 


————————————eeEe 


> at lower 


spaper of the Central Wes 














a rieture of the product shown here! 
The response from the representa- 
tives (to whom proofs were sent in 
advance) was spontaneous and gratify- 
ing. Here was advertising that dared 
to be different—that gave them some- 
thing new to talk about—that bur- 
rowed under the skin of rhinoceros- 
hided engineers. The clamor was raised 
for more copy of the same type. One 
and all, they declared their intention 
of backing this novel campaign up 
to the hilt with conscientious sales 
effort. 
@ However, since acceptance by sales- 
men is just as often a boomerang as 
a boost, another—a far more impor- 
tant question—remained to be an- 
swered. How would the trade, the 
potential customers, react? 

In less than one month more re- 
plies to this new type of copy resulted 
than had been received from previous 
ads in twice the time. The dollar vol- 
ume of sales, with adjustment for 
general business prosperity, increased 
more than twenty per cent. And, mind 
you, the basic selling copy was prac- 
tically constant for both campaigns. 
That is, only the headline, illustration 
and lead paragraphs carried the eye- 
compelling messages directed to the 
prospect’s fundamental nature rather 
than to his position. 

It is somewhat paradoxical that 
while all tests prove conclusively that 
dramatic, emotionally appealing copy 
provokes the greatest response in gen- 
eral consumer advertising, business 
paper advertisers persistently ignore 
the fact that a man is first a man, 
and that, secondly, he is an engineer, 
plant owner, purchasing agent, or 
whatever the case may be. It is the 
hope of the writer that this scientifi- 
cally conducted experiment in busi- 
ness papers will in some measure wean 
copywriters and advertisers away from 
the deadly, monotonous technique 
now in vogue. 





New Publication for 
Institutional Field 


Domestic Engineering Publications has 
announced a new publication to be known 
as Institutions. It will be a newspaper 
of tabloid size covering problems that are 
common co all classifications of institu- 
tions. Maintaining, equipping, furnish- 
ing, decorating, remodeling and other sup- 
ply problems will fall within the editorial 
scope. The publication will have a con- 
trolled circulation of over 54,000 copies. 

W. W. Gothard will be editorial direc- 
tor and Paul W. Watson, editor. The 
first issue will probably appear in October 
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of all the factors in the 


I 
gq nc! Dc onurk COVERAGE 


LL types of institutions have com- 
mon problems, and now with 
ONE paper you can cover ALL 

institutions. Whether it be a hospital 
or a hotel, a restaurant or a jail, a 
club or a home for the blind, a large 
office building or a small orphans’ 
home, it must be maintained and re- 
modeled; it must be equipped and 
furnished; it must be decorated and 
cleaned; and the problem is common 
in each case. 


There are many good, sound, spe- 
cialized business papers serving each 
type of institution. Each of these pa- 
pers covers the specialized problems 
peculiar to the particular type of in- 
stitution it serves. In most cases, each 
is doing a good job. But the manu- 
facturer whose product is used in 
more than one type of institution has 
found it necessary to use one paper 
or more in each field in an effort to 
reach his market. 


Now with one paper, INSTITUTIONS. 
these manufacturers can reach ALL 
institutions. Their sales message can 
go directly to ALL of the large insti- 
tutions and can be carried to the 
smaller institutions through the local 
institutional outfitter or jobber and 
his salesmen. ~ 


It will probably enable a manufac- 
turer to reach more institutions than 
he can now reach with the combined 
circulation of the leading paper in 
each of the specialized fields. 


The low cost of reaching all the buying and specifying factors in institutions through one medium 
makes it possible for a manufacturer to carry on a dominating advertising campaign with a small 
budget. A full page (large type size 10°; by 15 osts only $595.00 on a‘ 12-time schedule. This 
little more than the price of a one cent stamp per reader. A small manufacturer can 


seeker 


rate is just a 
reach the entire field blanket all institutions for as little as $60 per month. 


INSTITUTIONS will be published monthly. Reservations for space should be made promptly. Rates 


May we suggest that you write promptly. 


DOMESTIC ENG 
Publishers of INSTITUTIONAL OUTFITTER @ DOMES 
PLUMBING and HEATING NEWS AIR CONDITIONING BLSE BOOK @ PLUMBING & HEATING CATALOG-DIRECTORY 


TR 
AVE UEB.. CHICAGO, ILLINOIS 


INEERING PUBLICATIONS 
TIC ENGINEERING @ AUTOMATIC HEAT and AIR CONDITIONING 


7 
1900 PRAIRIE 





A NEW PUBLICATION 


INSTITUTIONAL FIELD 











@ BUYING ACTION STARTS AWAY AHEAD OF THE ORDER. critities are busy revamping 


and extending existing facilities . . . planning expansions of generating capacity to meet the 
increasing load. 


1929... 91,421,000,000 KWHR. 
1935... 93,656,000,000 ws 


1936 . . . 105,838,000,000 “ (First time to pass hundred billion mark). 
1937 . . . First 6 months 14 percent above first half of 1936. 
August, 1937 . . . setting new all-time weekly records! 

As this load goes up — so does the sale of equipment and appliances. The load is still clin.bing. 





ee . . the mounting load curve is forcing new projects into 
the engineering departments of hundreds of power com- 


panies —thus affecting all lines of electrical manufacturing. ? ? 


Yes, sir, 


Electrical Buying 
for 1938 
Has Already Started! 


... But what make of equipment will be specified? Whose 
equipment will be bought? You already know the answer. 
Orders have a better chance of going to those alert manu- 
facturers who advertise their products in the publication 


which has the confidence of the buyers. 


If you want to sell the electrical industry (light and power 
companies, electrical manufacturers, industrial electrical en- 
gineers), then concentrate in the industry’s FIRST paper, 
Electrical World.* 


In short, follow the lead of the pace-setters who are placing 
their advertising in the business-stimulating pages of Electrical 


World. 


* Electrical World shows up First consistently, year after year, as 
the preferred publication among readers. They ought to know! 
— it has the greatest A.B.C. paid circulation . . . 15,626 net paid, 
June, 1937. 

— it carries three times the advertising of the nearest comparable 
publication. 


Photograph courtesy of 
Ssolid.ted Edison Company 


New York, Inc 


A McGraw-Hill Publication @ 330 W. 42nd St., New York, N.Y. 




















Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Plumbing-Heating Prices 
Below 12-Year Average 


@ PRICES of plumbing and _ heat- 
ing products today are below the 
average for the past twelve years 
and ten per cent below the average 
prices prevailing in 1930 and 1931, 
an analysis of tabulations of build- 
ing material costs as reported by the 
Bureau of Labor Statistics of the 
United States Department of Labor 
reveals. 

A study of the trend of plumbing 
prices in comparison with the aver- 
age price of all basic commodities 
conclusively that plumbing 
declined further than com- 
Once the 

advance 


shows 
prices 
modity prices in general. 
upward trend started, the 
in commodity prices was far more 
rapid than prices in the plumbing 
industry. 

The upward trend in 
prices began in May, 1933, and con- 


plumbing 


tinued until March, 1937. Since 
March there have been no increases 
in the basic price index number of 
the plumbing industry as reported 
by the United States Department of 
Labor. 

While price adjustments occurred 
early this year they were very minor. 
Thus, the difference between the av- 
erage index number for 1936 of sev- 
enty-five and the index number of 
today, 78.7, is only 3.7 points or a dif- 
ference of about five per cent. When 
applied to a plumbing installation 
costing $250, this means that the price 
of the basic materials is approximately 
$12.50 more today than it was dur- 
ing 1936. 

There has been some comment in 
uninformed quarters about construc- 
tion being retarded by a too rapid 
rise of prices. It is evident from the 
official Department of Labor figures 
that this comment may apply to 
commodity prices in general and to 





that 
an 


June 30, 1937. 





Advertising Men Know— 


81” 


i Phenomenal 


among merchandising papers, 


—that in a hardware paper whose circulation depends entirely upon the 
desire of hardware men to read and use the paper in their business, it 
means (considering normal business mortality and personnel changes in 
the trade) nearly the highest possible degree of reader interest. 


81.05°, is the renewal rate of HARDWARE AGE for the year ended 


Taken together with the fact of HARDWARE AGE’S practical saturation 
of its field, this indicates a highly effective ““message delivery power” 
yor you in your hardware market. 

It means that in HARDWARE AGE the force of your advertising cam- 
paign will have its full impact upon the hardware trade—upon the buy- 
ers and sellers of hardware throughout the country. 


Subscription 
Renewal Rate 





W) Harpware AGE 


A Chilton 


Publication 
\. 14 


© Charter Member 


239 West 39th Street, New York,N.Y 
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some building materials, but certain- 
ly is not applicable to plumbing and 
heating prices nor to prices of paint 
products. Plumbing and heating 
prices have consistently lagged be- 
hind a rising market.—Plumbing 
Heating Industries Bureau. 


Air Conditioning Makes 
Market for Established Lines 


@ IN the last five to seven years much 
publicity has been given air condi- 
tioning. It was talked of in terms 
of billions. It was to be the industry 
to lead us out of the depression. Its 
appeal to the imagination was appar- 
ently so great that ordinary words 
were inadequate to describe its possi- 
bilities. As a result, companies rushed 
into the manufacture of any kind of 
“gadget” that might be marketed un- 
der the term “air conditioning,” dis- 
tribution schemes were many and 
fanciful and sound industrial mar- 
keters were hard put to it to analyze 
what this new industry meant to 
them. 

In the first six months of 1937, 
more air conditioning, on a dollar 
basis, was installed than in the entire 
year of 1936, and that means money 
running into nine figures. It can con- 
servatively be said, now, that air con- 
ditioning is not just being “talked 
about.” It is being “done about.” It 
is here to stay and here to contribute 
to commerce, industry and good 
living. 

Responsible organizations in the in- 
dustry have clearly defined the mini- 
mum functions which must be per- 
formed to permit the use of the term 
“air conditioning.” Sound distribu- 
tion methods have been outlined. In- 
telligent promotion has been under- 
taken. Equipment has been refined 
and standardized. 

The interesting thing about air con- 
ditioning as a market is that, in gen- 
eral, it has not called for new equip 
ment. It has presented new and 
additional uses for products and 
equipment that are already in use in 
other industries. In short, it is an 
opportunity for established manufac- 
turers who need merely to familiarize 
themselves with the applications of 
their products in air conditioning and 
to set up proper sales and promotional! 
programs to “get in” on a market 
that is definitely on its way to rea 
big business—CHartes E. Prict 
Editor, Heating, Piping and Air Con 


ditioning. 
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AYS GET A LONG 
A TALL GLASS.. 


Whether It’s a Drink or Publi- 
cation Readership. the Measure 
of Value is Quality plus Volume 


To evaluate accurately a publication’s long-pull edi- 
torial performance among the leading buyers of 
your market, consider these three dimensions of 
circulation. 


Length —Number of readers—measured by a cir- 
culation audit in the publisher’s office. 


Breadth— Acceptance of the publication in your 
own market—measured by reader-pref- 
erence tests made independently by ad- 
vertisers and agencies among known 
buyers and prospects. 


Depth —Buying influence of readers in their own 
plants and in nearby smaller plants that 
you can’t afford to reach directly. 


Applying this measure to POWER, you will find it 
long enough, broad enough, and deep enough to 
carry your selling profitably to the leading power 
men of all industries that buy most of the nation’s 
power equipment, and set product standards for all 
sizes and types of plants. 


330 W. 42nd St. POW ER New York, N. Y. 
ABC A McGraw-Hill Publication ABP 














[CONTINUED FROM Pace 15] 


Mining, Quarrying 


and, more recently, to concrete bricks, 
pipe and burial vaults. 

@ The production of ready - mixed 
concrete, which is concrete made 
either in a central mixing plant for 
truck delivery or in truck-mounted 
mixers en route to the job (as con- 
trasted with that made at the job), 
has increased to such an extent that 
more than 4,750,000 cu. yd. of it, 
$33,772,500, was manu- 
More than 500 
concerns are engaged in its produc- 


valued at 
factured last year. 


tion, many of them companies whose 
principal business was or still is the 
production of aggregate alone. 


In the cement industry, which has 
always been conspicuous for its rapid 
adoption of improved methods, many 
changes have and are taking place. 
In the firing of cement kilns the use 
of pulverized coal has been found 
to have many advantages and in the 
last few years has been improved by 
the adoption of pulverizers which 
grind and dry the coal and feed it 
direct to the kilns without the use 
of intermediate storage. 

Further economies have been ob- 
tained by improvements in cooling 
devices, which are attached to the 
kilns and rapidly reduce, by air- 
quenching or otherwise, the tempera- 
ture of the clinker preliminary to 
the final grinding. 


In the cement industry, too, in- 


@ To reach the buying power in more than 
3,000 coal mines, producing more than 500 
million tons of coal annually use COAL 
AGE. 


To reach the key men in metal and non- 
metallic mining (excepting sand & gravel) 
in the U.S. A. and/or 64 foreign countries 
use ENGINEERING & MINING JOUR- 


NAL. 


For waste-free distribution of your catalogs, 


to the men of these industries, use Coal 
Mining & Metal Quarry Catalogs. For more 
than 20 years standard reference books for 
detailed buying data. 


For pictorial booklets on mining; market 


information; product potential and distri- 
bution; field photo and copy service; engi- 
neering consultation and many other highly 
specialized services address Research Man- 
ager, Mining Publications, McGraw-Hill 
Publishing Co. Inc., 330 W. 42 St. New York. 





creased strictness in specification re- 
quirements for high early strength 
(great strength soon after setting of 
the concrete), high-resistance to the 
action of sea water, low heat, etc., 
has made necessary the production of 
special cements and the purchase of 
new equipment fer grinding the fin- 
ished product to greater fineness and 
for testing the raw materials, the 
cement made from them, and con- 
crete specimens. 

Waste carbon-dioxide gases from the 
stacks of cement and lime plants seem 
to offer some by-product profit possi- 
bilities and these have been explored 
to a limited extent by the building 
of a few plants. These utilize the 
CO, for making solid carbon dioxide, 
“dry ice,” 
many advan- 


familiarly known as 
refrigerant that has 
tages over water ice, natural or man- 
ufactured. It is still a little early, 
however, to say how important this 
development may become. 

@ Mineral wool, or rock wool, is a 
new product in the manufacture of 
which much new capital has recently 
been invested. The raw material is 
heated to a high temperature and 
is then blown by various methods 
into thread-like strands, which in- 
crease the bulk many times. The 
resulting product is used as a ther- 
mal insulator in building construc- 
tion. Much of the equipment used 
in its production is still in what may 
be called the “home-made” stage of 
development, according to Pit & 
Quarry. 

In| many _ non-metallic-mineral 
plants the unavoidable production of 
dust resulting from the crushing, 
screening, elevating, conveying and 
other handling of raw materials (such 
as rocks) and finished material (such 
as cement and silica) which contain 
dangerous amounts of free silica, has 
quickened the producers’ interest in 
dust-arresting and _  dust-collecting 
equipment. 

Legislation providing financial re- 
lief for victims of silicosis, asbestosis 
and other varieties of the pneumo- 
noconioses at the expense of the em- 
ployers has resulted in the installation 
of such equipment in many plants, 
even in those where the presence of 
dangerous kinds or dangerous amounts 
of dust has not been proved. 

It has just been reported that New 
York state has notified all quarries 
to equip their air-operated rock-drills 
with dust-collecting hoods or cease 
operating. 


INDUSTRIAL MARKETING, September, 1937 








HERE COMES 
THE PARADE OF TEXTILE PROGRESS 


if MW ‘nl 


hall 














Once again textile mill buyers will view in 
one presentation a parade of two years of 
new machinery, equipment, processes and 
services. 

As the leader in the textile field “COTTON” 
sums up every two years the developments 
for the entire industry. 

Your new products in the textile field should 
be described in the editorial pages; your 
message should be in the advertising pages. 


Modern Equipment 
and Process Number 
of “COTTON” 


will reach a field which is building and 
modernizing at the most rapid rate in the 
past decade. 


Forms for this October number close on Sep- 
tember 17. We urge your early considera- 
tion and action, so that we may cooperate in 
seeing that you get the position you desire. 


Serving the Textile Industries 


PUBLISHED MONTHLY BY 


W. R. C. SMITH PUBLISHING COMPANY 


GRANT BUILDING 
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Publishers, Attention! 

To tHe Eprror: A thought while 
reading “O. K. As Inserted” recently: 
The advertisers in your publication 
could benefit a lot by reading this 
feature. 

S. P. Borpeau, 
Advertising Dept., Electric Machinery 
Mfg. Company, Minneapolis, Minn. 


a A 


Social Problem a 
Marketing Job? 
To THE 


turned from Europe and realize how 
much better it is to be a citizen of 


Epiror: I’ve just re- 


the U. S. A. than any other. How- 
ever, things are not perfect here and 
there’s much that those of us inter- 
ested in marketing efficiency can do 
to make marketing work better and, 
as a consequence, increase produc- 
tion, the general standard of living 
and thus have more employed and 
happy people .. . 

American business men don’t like 
to be pushed around and they haven’t 
seen anything yet compared with the 
way business is handled in Germany. 
I, for one, don’t want to work or 
live under a dictator. But unless in- 
dustry here makes prosperity for the 
millions, the millions are going to 





35 to 200% INCREASE IN SALES 


DUE TO TALKIES 


This new richly 


illustrated 


booklet, “Glorify Your Product” 
is full of case studies, showing 


just how leading firms in Amer- 


ica have used talkies 


to put 


punch into sales and salesmen. 


Sent Free to Advertising and 


Sales Executives. 


Follow The Leaders: 


Ford, Firestone, Goodyear, International Harvester, 
Caterpillar Tractor, Allis Chalmers, Standard Oil, Pure 


Oil, Shell Petroleum 


all these and many more have 


moved on to new sales advances with DeVry Sound 
Projectors—both 16 and 35mm. 


DeVry service will help you get the right kind of 


movies as well 
equipment. 


as the right kind of 


experiment with some other political 
system. 

I don’t want to amplify your im- 
portance or mine, but knowing some- 
thing about marketing, I believe it 
embraces one of the biggest hopes 
for getting things in this country 
around to where they should be. 

What is really more important 
than getting more goods into the 
hands and stomachs of more people? 
Isn’t this the basis of prosperity and 
isn’t it a marketing job? 

C. L. WiiiaMs, 
Vice-President, F. W. Dodge 
Corporation, New York. 
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Applies "How" Idea 

To tHe Eprror: Here is the rough 
proof of the first of a series of ads 
inspired by The Copy Chasers’ philip- 
pic on using “HOW” stories in 
ads .. 

For quite some time, we have been 
using a third-page monthly in Engi- 
neering News-Record, and I have had 
more trouble writing copy for that 
small space than for the full-page 
ads that appear in other publications. 
Then came this “HOW” idea. . 
the first one, in my opinion, isn’t all 
it could be, but, I believe, it is a step 
in the right direction—thanks to The 
Copy Chasers. 

Georce C. McNutt, 
Manager Advertising and Sales 
Promotion Department, R. G. 

Le Tourneau, Inc., Peoria, Ill. 
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A Record of a Good Job 


To tHe Eprror: The way you 
handled the case study of our com- 
pany’s distribution and marketing 
methods in the August issue merits 
my highest compliments. Everyone 
here joins with me in expressing their 
appreciation of your fine efforts. 

Bert R. Grarr, 
Advertising Manager, The Creamery 
Package Mfg. Company, Chicago. 


= 


Long Reader List 

To tHe Eprror: We are indeed 
pleased that our recent industrial ad- 
vertising has merited such attention 
that it should be included in your 
“O. K. As Inserted” feature of your 
July and August issues. 

Your publication meets with con- 
siderable demand throughout _ this 
ofhce and passes from one executive 
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A VIEW OF AN EXPOSITION AT THE ATLANTIC CITY AUDITORIUM 


Twenty thousand men—the most important buying interest and the most 
influential buying power of the metal industry—will attend the National 
Metal Congress and Exposition in Atlantic City, October [8th to 
22nd, 1937. ° 


No small part of the interest of these men will be devoted to the increas- 
ing number of products made of metals, with growing emphasis on surface 
finish and treatment. 


The Metal Show Issue of Metal Industry will contain authentic information 
on current pro 

of metal products, interests closely interwoven with those of the National 
Metal Congress. 

Advertising messages in this issue will be effectively placed before the 
right people. Circulation will be 7,000—copies will be distributed to vis- 
itors at the convention. Avail yourselves of the additional advertising 
value afforded by this special issue. No increase in rates. Write to 


METAL INDUSTRY, 116 John Street, New York, N. Y. 
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/AWAKENED 
GIANT 


Factories, mills and 
drafting rooms long 
and deserted 


are now 


silent 
humming 
with activity—plan- 
ning and making 
AND SELLING 
the myriad current 
equipment _necessi- 
ties needed by the 
awakened giant in- 


dustry COAL. Get 


your share thru 


Whitehall Bidg. 
Manhattan Bldg. 


NEW YORK — 
CHICAGO — 





For more than 50 years the 


official organ of the Coal Industry 




















Editorial 
Pre-eminence 


. the principal value . . . is the con- 
fidence with which its readers can feel 
that it is unnecessary for them to cull 
by their own efforts the many scat- 
tered accounts of welding progress 
which are found in the literature of to- 
day. On the contrary they can depend 
on finding all that is important, se- 
lected for them within the covers on 
one periodical. 


this same confidence 
is placed in the 
advertised products 


Jonfidence of readers in editorial ma 
terial—confidence, too, in advertised 
products, that’s leadership accorded 
only the foremost in the field. 

The above unsolicited testimonial is 
from one man who looks only to The 
Welding Engineer to keep himself 
posted on the latest developments in 
the field of welding progress. 

He looks only to this one source for 
the materials with which he must 
work in his chosen activity. 


Write for a comprehensive survey of 
this big market. 


THE WELDING ENGINEER | 
608 S. Dearborn St. Chicago, Ill. 
ee See ee MIN 


60 


| 


to the other. Therefore, we would 
greatly appreciate your sending extra 
copies of both the July and August 
issues to the attention of this depart- 
ment, in order that we might keep 
them on file as a record of these two 
mentions. 
Water SAUER, 

Assistant Advertising Manager, 
Tide Water Associated Oil Company, 
New York. 

vvy 

Copy for Distributors 
To THE Thanks a lot 
for the reference to our ads in July 
“O. K. As Inserted.” We unhesitat- 
ingly agree that the Cochrane ad in 
a recent issue of Mill Supplies was 


Eprror: 


Pe 


Toetiek 


~~ 





A Sales Guide to Profits in 9 
Power and Process Steam Markets 


SALES ¥ FOR DISTRIBUTORS 


5 Ga 


LW COUPON wow 


not the type to appeal specifically to 
industrial distributors, but was a du- 
plicate of the insertions run in other 
business papers that month, announc- 
ing a new Cochrane product. 

The next proposed ad for Mill 
Supplies will undoubtedly come closer 
to meeting The Copy Chasers’ ap- 
proval. Please rest assured that the 
criticism of the original insertion was 
appreciated. 

O. H. Woo rorp, 

Cochrane Corporation, Philadephia. 


vy¥s yy? 


The Correct Word 

To tHe Copy Cuasers: A boo 
to copy writers who are so careless 
with words that they write “the 
modern prototype” see the at- 
tached U. S. Steel ad. 

According to all my sources of 
information “prototype” means the 
original. Perhaps the writer meant 


“antitype,” although this use is of 
doubtful accuracy. 
Your department is the most stim- 
ulating in INDUsTRIAL MARKETING. 
J. M. Jewett, 
Reeves Pulley Company, 
Columbus, Ind. 


7” ¥ 


Approves Movie Stories 


To tHe Eprror: 
with interest the many 
which you have carried on industrial 
motion pictures, and we want to 
commend you for these interesting 
and provocative discussions. 

Joun K. Crippen, 
Assistant Advertising Manager, 
Herman A. DeVry, Inc., Chicago. 
vvy 


Writes Own Copy 


To tHe Eprror: The writer is the 
author of the Twin Coach copy men- 
tioned by The Copy Chasers, and has 
written all this company’s copy for 
the past ten years. We use no adver- 
tising agency because we feel that 
business paper copy for industrial 
concerns like our own should ac- 
tually be written by an editorially- 
minded person connected with the 
everyday contacts with the trade. 

Ross ScHRaM, 
Sales and Advertising Manager, 
Twin Coach Company, Kent, O. 


We have noted 
fine articles 


vvy 
Reprints in Demand 


To tHe Eprror: Would it be 
possible for us to obtain twenty-five 
copies of the reprint of the article 
“Modernization of Industrial Market- 
ing” which appeared in your July 
issue? 

B. C. Miter, 
Sales Promotion Department, Lukens 
Steel Company, Coatesville, Pa. 


Vander Voort to Gardner Publications 


John Vander Voort, formerly advertis 
ing manager, Hanson-Van Winkle-Mun- 
ning Company, Matawan, N. J., and more 
recently associated with O. S. Tyson & 
Co., Inc., New York, has joined the New 
York advertising staff of Gardner Publica- 
tions, Inc., Cincinnati, O., publisher of 
Modern Machine Shop and Products Fin- 
ishing. 


Gray Adds Hudson 


Fred J. Hudson, Jr., has joined the staff 
of Russell T. Gray, Inc., Chicago. Mr. 
Hudson received his engineering educa- 
tion at Purdue University and recently has 
been associated with Ross Lewellyn Ad 
vertising. 
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“TO THE EDITOR— BUSINESS WEEK: 


Please send Reprints!” 


Armour & Co 
Autopoint Co 


Ayer & Son, N. W 


Brown Instrument C« 


= Rong rit T ac 
Compbe Summe Tubing Co. 


: i me See oe I, we published all the letters received as a result of 
just four BUSINESS WEEK stories they would fill a 
eas ; ~ book, too bulky to carry. And a list of companies from 
: os Texas Guilt Sulphur Co which they came would read like a “Who's Who of 
, American Business.” 

“Public Relations — First In The Order of Business,” 
Number 1 of BUSINESS WEEK’S Report to Executives, 
a erates VE a sod E appeared January 23rd. Reprints were offered in quanti- 

eee spe we—SCiéC zw ties of ten or less without charge. Fifteen hundred and 
mee! Corp eighty-five letters asked for a total of 17,548 reprints. 
SSeS OT Oe Gratifying, but expensive. 

So we put a charge of 5c per copy for more than one 
ag reprint on the next three Reports . . . “Industry On The 

me.e § ~s ere Move,” “Business, The Banks And Working Capital” and 
Research a \\ers “The Profits of Diversification.” Still—seventeen hundred 
and ten BUSINESS WEEK readers asked for 15,079 re- 
prints of these three. 

Cleveland Trust Co ; Proof of “reader interest” of course. But consider the 

Seen Dene ante \<et Corporation confidence displayed in BUSINESS WEEK’S accuracy and 

Collins & Aikman Corp Lincoln ee \ authority by these men who asked for 32,627 reprints to 
e 


Campbell Soup Co Swift & Ce 


-ardide & 
Chem. Co 


Carolina Power & 
Light Co Loose-Wiles Biscuit Co 


Chicago Title & 
Trust Co. 
Mississippi Power Spaee : es Pipe & 


Chrysler Corporation : 
Light Co Co. 


oo distribute among their executive associates, customers and 
ent Co. prospects. Most advertising men agree that reader's con- 
Commercial \\ \orbte Co fidence in a magazine is as important to the advertiser as 
Solvents Corp pectheielt Wiciuans ~\ ® \ buyers’ confidence in a salesman is to his company. 
a“ 
\ 


. . , - -— 
Combustion Engineer: Nashville Trust Q\ sor 
\ so 


. * \ 
National Biscuit Ca \ 


of Sesion > Sel Co, Just as gratifying is the fact that BUSINESS WEEK 
NCA <e readers do something about what they read in BUSINESS 
ee Caan Neenah Paper Co \ & Swosey Co WEEK — and a magazine that gets action from its readers 
Life Ins. Co New England Mu © -, \\iee is just as important to advertisers as a salesman who gets 
na aM =~ action from his customers. 
° That’s why BUSINESS WEEK shows greater gains in 
advertising pages than any magazine in its field. 


Cangoleum-Nairn Co 


Conn, Light & Power C 


Continental Can Co 


Continental Stee! Cc , folk & Wes er es 
a 

- —Whe sling Steel Cory 

Corning Glass Work nit ; 


Cyclone Fence Co ; : N 
aiben' Ne 


Detroit Edison Co 
oa 
' ‘ , ,THE EXECUTIVE'S BUSINESS PAPER ‘ere 330 W. 42nd STREET 
pee ee ALERT. ., ACCURATE... AUTHORITATIVE NEW YORK, N.Y. 


Rubber Co. 
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WE HAVE OUR 
OWN VERSION OF 


N.LLAA. 


MEANING 
"No Industry Any Activer™ 


The WOOD-WORKING INDUS- 
TRY is active not only in manufac- 
turing and merchandising its prod- 
ucts, but is active in buying and 
installing industrial equipment of 
many kinds. 

Indeed, there are few things keeping 
pace with the gains being made by 
the wood-working industry. One of 
them, however, is the volume of ad- 
vertising appearing in THE WOOD- 
WORKER—well above the averages 
as reported by Industrial Marketing. 
Let us send you sample copy, rate 
schedule and circulation statement. 


Wood-Worker 


ABC—ABP 


THE S. H. SMITH CO., Publisher 
2232 N. Meridian St. Indianapolis, Ind. 





GREETINGS TON. I. A. A. 


Annual Convention 
from the 
World's Leading Technical 
Monthly Magazine on Welding 


Reaching the Purchasing Power of the 
field. 


5,000 Circulation October issue 
18th Annual Convention Number 
Clesing date September 15th 


Data on Welding Market on Request 


AMERICAN WELDING SOCIETY 


33 W. 39th Street 
New York City 











[CONTINUED FROM PaGE 28] 


Marketing Trucks 


which a 
driver strapped to the seat drove one 
of the trucks equipped with a V- 
type snow plow at various speeds 
head-on into a hard clay bank in a 
series of Results 
of this test provided material for 
one of the most dramatic and con- 
vincing stories of motor truck per- 
formance. 

@ Ford Motor Company’s truck mer- 
chandising effort for 1937 falls into 
two parts: 

First, a sales promotional program 
which contemplates reaching ninety 
per cent of the year’s truck buyers 
with three salesmen’s calls and five 
pieces of literature. 


ducted one summer, in 


consecutive runs. 


Second, a space advertising pro- 
gram to supplement this merchan- 
dising effort. Space advertising makes 
use of the following groups of pub- 
lications: 1 Industrial and trade pub- 
lications; 2 General magazines; 3 
Newspapers; 4 Farm papers. 

The industrial and trade paper list 
covers about thirty-five different 
fields. Generally speaking, the strong- 
est paper is used in each vocation, 
but where additional papers are 
‘added, insertions are staggered. As 
soon as current model trucks get into 
the hands of operators this advertising 
is vocationalized to show units at 
work in the particular industry cov- 
ered by the publication and to tell 
the story of Ford truck economy as 
applied to the operations of that in- 
dustry. 

General magazine advertising is 
aimed primarily at the business man. 

Newspaper advertising runs in a 
selected list of papers which circu- 
late in those communities where the 
bulk of Ford’s 1936 sales were made. 
Again the list is limited to one news- 
paper in each town. The use of these 
papers, however, is supplemented by 
dealer advertising which uses news- 
papers not on the factory list and 
24-sheet bill postings. 

Farm paper advertising is directed 
at the rural markets to balance the 
newspaper advertising and the trade 
paper advertising which reaches the 
urban markets as represented by the 
centers of concentrated population. 

Ford advertising is handled by N. 
W. Ayer & Son, Inc. 

The growing popularity of the 


Terraplane commercial car line can 
be attributed to the fine quality of 
the product and to the particular 
attention being paid to this field in 
special activities in sales, advertising, 
publicity and merchandising, A. L. 
Terry of Brooke, Smith & French, 
Inc., Detroit agency, points out. 

Special Terraplane commercial car 
sales activity is now being carried on 
in connection with a _ nation-wide 
Hudson and Terraplane Group Sell- 
ing Program. Hudson distributors 
are traveling caravans of 1937 pas- 
senger and commercial models 
through many dealers’ territories and 
are putting on dealer showroom dis- 
plays, featuring Hudson’s latest and 
newly-released sound motion picture 
entitled “No. 1 and Proving It.” 
This type of individual summer au- 
tomobile show promotion gives the 
dealer a chance to invite commercial 
car prospects in to examine and con- 
sider Terraplane commercial models, 
some of which otherwise might not 
be regularly carried and displayed in 
the dealer’s floor stock. 

To date, space in business publica- 
tions has consisted of specific adver- 
tising to three different types of 
commercial users: (1) Rural mail 
carriers, featuring the Terraplane util- 
ity coach; (2) funeral directors, fea- 
turing the Terraplane utility coach 
and (3) traveling salesmen, featur- 
ing the Terraplane utility coupe 
pick-up. 

@ Business paper copy contains cou- 
pons which are to be filled in with 
name and address and sent back to 
the Hudson Motor Car Company, 
requesting further information and 
detailed specifications. Coupon re- 
sponse has been very satisfactory. As 
in the national campaign, specially 
posed photographs showing Terra- 
plane commercial cars in actual use 
are being featured in this part of 
the program. Considerable stress is 
being laid upon the fact that Ter- 
raplane utility coaches and utility 
coupes can be quickly transformed 
into smart, distinctive personal cars 
when a day’s work is done, thus of- 
fering two cars in one with attendant 
savings in upkeep, original cost, etc. 

Supplementing the nation-wide 
distributor caravans, national adver- 
tising and business publication space, 
dealers are using a four-piece direct 
mail campaign with telling effect. 

For use of dealers in answering lo- 
cal inquiries about commercial units 
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not carried in the dealer’s stock, the 
factory furnishes a very complete 
commercial car catalog picturing all 
models in the line and containing de- 
tailed mechanical specifications. 
These catalogs have also been useful 
as a final piece in dealer’s own direct 
mail campaigns to users. 


@ The Autocar Company, a consist- 
ent user of business papers for years, 
has been putting forth some special 
and additional effort for its line of 
heavy-duty motor trucks, somewhat 
of an experimental nature because 
of the medium used, photograph post 
cards. The company sells through 
its own branches and for this reason 
has been able to control the cam- 
paign effectively from compilation 
of the special mailing list, selection 
of photographs and the sales follow- 
through. 

The branch managers selected the 
photographs of Autocars they had 
sold for use on the cards to be mailed 
into their territories and specified to 
which industrial classifications they 
should be sent so that a coal dealer 
would not receive a view of an oil 
tank truck, etc., which would not 
engage his Printing, ad- 
dressing and mailing of the cards 
was all handled at the headquarters 
office and mailings so controlled that 
no individual would cards 
more frequently than once a week. 
The address side of the card carried 
brief copy pertinent to the truck 
featured and bore the name, address 
and telephone number of the local 
branch. 


interest. 


receive 


At the start of the post card cam- 
paign, some fear was expressed that 
the post card was too trifling in it- 
self to live up to the impression and 
prestige which the company’s national 
advertising should create, but this 
was found not to be the reaction 
because careful selection of the sub- 
jects made them of real interest to 
the recipients and they did not value 
them in terms of size. In one in- 
stance where competitive feeling 
was so intense that a recipient felt 
that The Autocar Company was fa- 
voring a competitor by giving it such 
prominence, the local manager han- 
dled the situation by explaining that 
the card was advertising Autocar 
trucks and not the owner and it 
would be glad to use a picture of 
his Autocar in the same way. 

The response from these photo- 
graph post card mailings has been 


constant and very interesting, ac- 
cording to Robert F. Wood, Auto- 
car advertising manager. 

Out on the Pacific coast, Fageol 
Truck & Coach Company is making 
a special appeal to freight haulers 
in three regional business papers with 
pages which are to be supported by 
two-color inserts. O. E. Hopfer, 
Oakland agency, is directing the 
campaign. It is expected that the 
schedule will be expanded to include 
other papers in the motor transpor- 
tation field and may even extend to 
the oil and logging industries, both 


of which can be successfully sold 
and serviced for the Fageol organi- 
zation, which is confining practically 
all of its sales to the eleven Western 
states. 

The Fageol company has found 
successful use for a six-page folder 
bulletin in full color giving impor- 
tant construction details of its line 
of heavy duty trucks. Across the 
entire inside spread of this folder 
runs a colorful strip of pen sketches 
showing the various types of Fageol 
trucks available. Detailed specifica- 
tions of the various models are cov- 





FORMS CLOSE 
OCTOBER 15 


Annual Convention Number of 
THE NATIONAL PROVISIONER 
to be issued October 30 


This issue will contain the only com- 


plete, authentic report of annual cenven- 


tion sessions of Institute of American 
Meat Packers—will be the BIGGEST, 
FINEST and MOST ATTRACTIVE Con- 


vention Number published by 


THE 


NATIONAL PROVISIONER. Every 


advertiser gets benefit of special posi- 


tion through unique color-highlighting 


makeup! 


Make advertising reservations now! 


=) 


ovis 


Jone 


THE MaGazine OF THE 


Meat Packing and 


oner © 


Allied. 


407 S. Dearborn Street, Chicago, Ill. 


300 Madison Avenue 
New York City 
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Leader Building 1031 S. Broadway 
Cleveland, Ohio 


Los Angeles, Calif. 
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Contract for Space in Future Issues 
NOW at Present LOW RATES. 


N*Y rates go into effect October Ist, 1937. 
Present low rates will apply on all insertions 


for a twelve-month period 
on new contracts start- 
ing and received by us ilk Pie Plant 
before October I, B nes 

Write for new 


and ABC audit on 
culation and uaeiven Py 


327 Se. meaty Salle St. 
CHICAGO 











Reaching 85% of the BUYERS 
in the FIVE BILLION DOLLAR 
telephone industry. 


Complete coverage in !2 issues | 





TéLEPHONE ENGINEER 


185 N.WABASH AVE. 
CHICAGO ILLINOIS 





13 big issues of 
INDUSTRIAL MARKETING 
Cost only $1 


SUBSCRIBE NOW 





MM 
i wt! i 


“Big 10” 


431 S. Dearborn St. 


New York Office 
152 W. 42nd St. 
Phone—7-9043 


Read by the key men in one of the nation’s 
industries 
ing millions for new equipment. 


| ered in a series of supplemental black 


and blue specification sheets which 
are used in sales solicitations and with 
formal proposals. The management 
feels that this practice is better strat- 
egy and more economical than at- 
tempting to cover all of its models 
in a large catalog. 
@ Fruehauf Trailer Company, De- 
troit, makes extensive use of busi- 
ness papers with specialized copy and 
has been offering a free slide rule 
of highway laws. This device, now 
in its second edition, shows truck 
and trailer size and weight restric- 
tions in all states and also shows 
trailer savings in prime operating 
cost by figures of comparative equip- 
ment required for various payloads 
and approximate savings per mile and 
per year effected through the use 
of tractor and Fruehauf trailers. 
Mack-International Truck 
Corporation is doing some interesting 
work with natural color photography. 
A series of six inserts for business 
papers carry color reproductions of 
Kodachrome pictures of Mack trucks 


and the same pictures were used in a 


Motor 





an industry that is spend- 
Plan now to be represented. 

Chicago, Illinois 
New England Office 


150! Beacon St., Boston 
Phone—Aspinwall 8480 











RICKARD and COMPANY 


Incorporated 


ADVERTISING 


330 WEST 42ND ST., 


NEW YORK 


112-1937 


253th Anniversary Year 








mailing broadside and in two cata- 
logs. In addition to these applica- 
tions of the natural color views, 
some large posters were made with 
them for display in branch and dealer 
showrooms. 

The idea in using the pictures in 
so many ways, Edwin M. Post, Jr., 
vice-president, explains, was to make 
the total volume spread out the initial 
cost’ as thin as possible. If the opin- 
ion of the men in the field continues 
to be favorable, the experiment will 
be continued for the balance of the 
year. 





New Advertising Group 


Forms at San Francisco 

Out of a series of informal meetings 
that began last April has evolved a new 
group of executives in sales promotion and 
advertising of industrial and technical 
products, known as Industrial Marketers 
of Northern California. Its membership 
is to be limited to fifty and have head 
quarters at San Francisco. 

Monthly dinner meetings will be held, 
commencing in September, with round- 
table discussion given full play. 

Officers and directors of I. M. N. C.— 
the men who gave the project its initial 
momentum—are A. B. Mueller, The Par- 
afine Cos., Inc., president; E. L. Mathy, 
first vice-president, Victor Equipment 
Company, vice-president; M. E. Wank, ot 
Wank & Wank, secretary-treasurer; G. W 
Montfort, Caterpillar Tractor Company, 
chairman of program committee; and R. T 
Reinhardt, California Corrugated Culvert 
Company, chairman membership com- 
mittee. 


New Promotion Book 
On Printing Paper 

Kimberly-Clark Corporation, Neenah, 
Wis., has issued a new edition of its book 
let, “Nuts, Bolts and Machinery Printed 
on Kleerfect,” giving practical evidence 
of how industrial advertisers’ own engrav- 
ings show up when printed on Kleerfect 

In order to make the book an all in- 
clusive test of the paper's printability, 
care was taken to include examples of 
practically every illustrative and printing 
technique used in the industrial advertis 
ing field, including color and black and 
white, photography, wash drawings, wood 
cuts, pen and ink, air brush, combination 
wash and line. 

Reproductions in the book are credited 
to the advertiser and the agency handling 
the account. Specifications of the engrav- 
ings used are given. 


Streich Joins McGraw-Hill 


Philip A. Streich, formerly sales promo- 
tion manager, The Menasha Products 
Company, Menasha, Wis., has joined the 
Chicago staff of McGraw-Hill Publishing 
Company, Inc., to do market counsel 
work for the Chicago district under J. M. 
Rodger, vice-president. Mr. Streich, of 
broad advertising and marketing experi- 
ence, has been the recipient of several 
awards for copy by Printed Salesmanship 
and Sales Management. 
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A “Long Pull” policy 
that pays big dividends 
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HERE is a charm to perseverance. It is 
not common. Men admire the courage 
required to pursue a sound business idea, be 
it manufacturing, distribution or advertising. 


For nearly two decades, Russell T. Gray, 
Incorporated, has adhered to the belief that 
manufacturers of industrial products were 
best aided in advertising investment by a 
group of men that combine technical back- 
ground with industrial advertising and sales 
experience. There has been no deviation 
from this idea. It has made available a better 
understanding of industrial marketing that 
has resulted successfully for our clients. 


Proof of this is the steady growth of the 
manufacturers whose advertising this organi- 
zation has planned and 
executed. We have had 
the privilege of working 
with a great many of them 
from ten to nineteen 
years. 


Today, Russell T. Gray, 
Incorporated, enjoys the 
distinction of serving 
more industrial advertis- 
ers than any other adver- 
tising organization in the 
middle west. 


"The dunaie should sTick To his lait” 


RUSSELL T. GRAY, INCORPORATED 


Industrial Advertising 
205 West Wacker Drive, Chicago 
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| An Industry 


on the 


March 


With construction in 
high gear, the pit-and- 
quarry industries (ce- 
ment, gypsum, lime, 
crushed stone, sand and 
gravel, etc.) are pros- 
pering, buying, spend- 
ing millions for new 
plant and new equip- 
ment. Alert space buy- 
ers reach the key men 
through Pit and Quarry. 
Monthly advertising vol- 
ume is averaging 40% 
above last year. 


Investigate this rich 
market. Investigate Pit 
and Quarry. 


NOTE PIT AND QUARRY'S 
GAIN OVER LAST YEAR 


and QUARRY 


907 Rand-McNally Bidg. CHICAGO 





CHICAGO 
Netw YORK 
CLEVELAND 
LOS ANGELES 


ADVERTISING VOLUME FOR AUGUST ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


Unless otherwise noted, all publications are 


———Pages—— 

Industrial Group 1937 1936 
American Architect and 

Architecture 28 
American Builder & Buiid- 

ing Age 63 
American Machinist (bi-w) 173 
Architectural Forum 72 
Architectural Record .... 60 
Automotive Industries (w) 790 
Bakers’ Helper (bi-w).... 88 
Brick & Clay Record x11 
Bus Transportation 66 
Ceramic Industry x35 
Chemical & Metallurgical 

Engineering 128 
Civil Engineering 2 21 
Coal Age 5 55 
Confectioners Journal .... 3 28 
Construction Methods and 

Equipment 54 
Cotton 78 
Electric Light & Power... 
Electrical South 
Electrical West 
Electrical World (bi-w)... 
Engineering & Mining 

Journal 
Engineering News - Record 

(w) 
Factory Management 

Maintenance 
Food Industries 
Gas 
Heating, Piping 

Conditioning 
Heating & Ventilating 

Magazine eka 
Industrial Power 
The Iron Age (w) 
Machine Design 
Machinery 
Manufacturers Record .... 
Marine Engineering & 

Shipping Review .... 
Mass Transportation 
Metal Industry 
Metals & Alloys 
Mill & Factory 
Mill Supplies 
Modern Machine Shop... 
National Petroleum News 

(w) 
National Provisioner 
Oil & Gas Journal (w).. 
Oil Weekly (w) 
The Paper Industry 
The Paper Mill (w) 
Paper Trade Journal (w). 
Pencil Points 
Pit & Quarry 
Power 
Power Plant Engineering. . 
Printing 
Railway Age (w) 
Railway Purchases & Stores 
Refiner & Natural Gasoline 

Manufacturer 


Business Advertising 

Continues on Increase 
@BUSINESS paper advertising withstood 
the effects of summer strongly and sent 
August advertising volume in industrial 
papers up 10.97 per cent over August 


issues of 1936. The increase for the period’ 


to date forged ahead by 21.27 per cent. 

Figures for the trade group show a loss 
for August compared with issues a year 
ago, but due only to inclusion in last 
year's figures of Hardware Age's directory 


monthlies 


Roads & Streets 

Rock Products 

Southern Power Journal. . 

Steel (w) 

Telephone Engineer 

Telephony (w) 

Textile World 

Water Works & Sewerage. 

Water Works Engineering 
(bi-w) 

Welding Engineer 

Western Construction News 


The Wood-Worker 


Trade Group 
American Artisan 
American Druggist 
American Exporter 
Automobile Topics (w)... 
Automobile Trade Journal. 
Automotive Daily News 
(semi-w) 
Boot & Shoe Recorder (w) 
Building Supply News.... 
Commercial Car Journal. . 
Domestic Engineering 
Farm Implement News 
(bi-w) 
Hardware Age (bi-w).... 
Jewelers’ Circular—The 
Keystone 
Mida’s Criterion 
Motor 
Motor Age 
Motor World Wholesale. . 
National Grocers Bulletin. 
Petroleum Marketer 
Plumbing & Heating 
Trade Journal 
Southern Automotive 
Journal 
Southern Hardware 
Sporting Goods Journal... 


Total 1,454 


Class Group 
7133 


Advertising Age (w) i 
American Funeral Director 53 
American Restaurant .... 41 
Dental Survey 80 
Hospital Management ... 18 
Hotel Management 52 
Modern Hospital 81 
Modern Medicine 51 
Nation's Schools 29 
Oral Hygiene 95 
Trafhe World (w) 


700 623 

*Includes special issue. xIncludes classi 

fied advertising. §Last estimated 

Five issues. {Includes annual directory 
number. 


issue 


issue. Despite the showing for the mont! 
the trade group continued ahead of last 
year for the eight-month period by ter 
per cent. 

Class papers also had a good summer th: 
year, jumping 12.35 per cent over August 
a year ago and closing the eight month 
with a gain of 13.53 per cent. 

July, 1937, figures for The Oil Week! 
were reported incorrectly and should hav 
read 235 pages instead of 135 as publishe 
last month. 
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on your calendar 


It is the day on which the big 1938 Market Data Book Number of 
INDUSTRIAL MARKETING will go into the mails, addressed to every 
INDUSTRIAL MARKETING subscriber. 


Following the successful formula developed for the work in past years, 
the Market Data Book Number will contain—in one volume—a complete, 
basic statistical picture of every field of trade and industry, together with 


information about all business publications serving those fields. 


The information in it, collected from hundreds of sources, will be up-to- 
the-minute. It will be presented, as in previous editions, in a form care- 
fully set up to make for quick and easy reference. Charts, tables, diagrams 


will tell the basic statistical stories of trades and industries at a glance. 


The volume will also contain a detailed list of sources for more ex- 
haustive and intensive study of any particular field or section of a field, as 
well as a complete list of trade associations and other business groups which 


collect or assemble statistical data on their fields. 


Every one interested in marketing to trades or industries will find this 
issue invaluable. Make sure now that it will come to you automatically on 
October 25 . . . by making sure that your name is on the paid subscription 


list of INDUSTRIAL MARKETING. 
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In 


every steel plant it is the 


eperators who specify the machin- 


ery 


are 


to be purchased. These men 


keenly interested in any new 


types of equipment that will reduce 


cost 


or improve quality. They seek 


information and read carefully the 


descriptions of new 


equipment 


which are published in a magazine 


which they consider authoritative. 


All 


FURNACE 


because they 


plant operators read BLAST 
AND STEEL PLANT 
know that it is 


authoritative. 


STEEL PUBLICATIONS... 


PITTSBURGH, 


108 SMITHFIELD ST. 
PENNA. 








T TREATING 


F ORGING 


Plan now to be represented 
in the September issue of 


HEAT TREATING AND 


F 


ORGING. to be published 


in connection with The Na- 
tional Metal Congress and 
Exposition to be held in 


Atlantic City. 
2. This issue will contain 


» 


a 


October 18- 


complete description of 


the largest and most modern 
forge plant in the country 


in addition 


to other out- 


Star 


108 Smithheld St. 


anding articles 


Published bv 


STEEL PUBLICATIONS INC. 
Pittsburgh, Pa 


Heat Treating 
and Forging 


es ne 


“WEA! THTANNG 1000 OFPERENT PaaTS” 
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Surfa< Combustion 
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News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 





Chapters Announce Plans for Fall Activities 


September marks the resumption of ac 
tivities of local chapters of the National 
Industrial Advertisers Association and 
while some chapters will devote their Sep 
tember meetings to promotion of attend- 
ance and exhibits at the Chicago Confer- 
ence, Sept. 22-24, (see Page 16) others 
will launch a completely planned schedule 


of speakers and clinic meetings 


H. D. PAYNE 
Chicago 


A. R. KEENE 


Boston 


Indiana 

Of special significance to the national 
organization will be the Sept. 9 meeting 
of the Indiana Association of Industrial 
Advertisers at Indianapolis when this 
newly formed group will receive its char- 
ter and become the fifteenth chapter of 
the N.LA.A. James M. Jewell, adver- 
tising manager, Reeves Pulley Company, 
Columbus, Ind., is president 

The Indiana group plans to operate its 
program for the season with a speaker 
covering a subject one month and a clinic 
session on the same topic the following 
month, thus giving members an oppor- 
tunity to discuss the subject thoroughly 
with reference to their own problems, 
The speaker for the September meeting 
will be H. V. Mercer, advertising man- 
ager, The American Rolling Mill Com- 
pany, Middletown, O., who will discuss 
“The Industrial Advertising Budget.” The 


R. A. WHEELER 
New York 


H. M. CARROLL 
New Jersey 


H. K. KENYON 


R. G. E. ULLMAN 


following month's clinic session on the 
same subject will be led by P. Newton 
Cook, advertising manager, P. R. Mallory 
& Co., Inc., Indianapolis. Other matters 
to be covered by Indiana during the year 
include: “Coérdination of Sales and Ad- 
vertising Departments; “Sales Planning 
and Successful Pursuit of Plans; “Me 
chanics of Business Papers and Their 


H. E. VAN PETTEN 


Cincinnati Cleveland 


Uses; and “Industrial Direct Méail, Its 
Uses and Checking Results.” M. W 
Dallas, advertising manager, E. C. At 
kins and Company, Indianapolis, is pro- 
gram chairman 


Boston 


The Technical Advertising Association 
Bostor, is planning to have a double fea 
ture program each meeting with discus 
sion periods following each speaker. The 
first meeting is scheduled for Sept. 10 
with D. G. Clark, comptroller, Brown & 
Sharpe Mfg. Company, Providence, talk 
ing on “Why Advertising Resistance?’ 
and Ralph H. Lasday, president, Carter 
Lasday and Miller, Inc., New York, or 
“Industrial Exhibits.” Mr. Clarke, a for- 
mer president of the National Associa 
tion of Purchasing Agents, and associate« 
with the purchasing functions at Brow 
& Sharpe for eleven years, will take ad 


A. E. HOHMAN 


Philadelphia Pittsburgh 
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© R. FRENC 
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Detroit 











£ WELLS 


vertising apart from the recipient's view- 
point. Mr. Lasday will trace the histori- 
cal background of trade shows, their pres- 
ent status and probable future tendencies, 
illustrating points with full-color sketches 

R. Keene, advertising manager, 
Pneumatic Scale Corporation, Norfolk 
Downs, Mass., is president of the Boston 
chapter and Fred C. Noyes, vice-presi- 
dent, Larchar-Horton Company, Provi- 
dence, is program chairman 


Chicago 

H. D. Payne, advertising manager, Chi 
cago Molded Products Corporation, will 
preside for the first time as president of 
Engineering Advertisers Association, 
Sept. 13, and for this meeting vice-presi- 
dent and program chairman H. H. Sim- 
mons, advertising manager, Crane Co., has 
booked Glenn Frank, president and edi 
tor, Rural Progress, and former president 
University of Wisconsin, who will suggest 
“How to Spend the 1938 Advertising 


J. M. JEWELL 









VAN B. HOOPER 


Indiana Milwaukee 





Dollar More Effectively.” Virtual!y the 
ame subject will be the topic of the clinic 
veeting Sept. 27, under direction of vice 
president and clinic chairman P. M. Gar- 
lanier, advertising manager, R. G. Has- 
kins Company, thus coérdinating the two 
program activities Aside from all this, 
Chicago is deep in work in preparation 
w the annual conference 


Cincinnati 

The Cincinnati Association of Industrial 
Marketers will get under way early in 
September with a series of meetings in- 
luding clinic or round-table discussions 
f industrial advertising problems with a 
ew headline speakers sprinkled in for 
good measure. Howard Kenyon, adver- 


tising manager, Armco Culvert Manufac- 


turers Association, Middletown, O., is 
Cincinnati's new president and Herman 
Klein, Cincinnati Milling Machine Com- 
yvany and Cincinnati Grinders, Inc., is 





Vv. R. YOUNG E. R. BARKLEY 


Toronto Youngstown 





INDUSTRIAL MARKETING, September, 1937 





program chairman for the coming season. 
This chapter will be strongly represented 
at the Chicago conference with both per- 
sonnel and panel displays. Following the 
convention, Cincinnati will put on a heavy 
drive for members 


Milwaukee 


Milwaukee Association of Industrial 
Advertisers has a good plan for keeping 
the past president in the harness and 
working by making him program chair- 
man for the new administration. Thus in 
the new Milwaukee set-up is Van B 
Hooper, advertising manager, The Louis 
Allis Company, as president and E. J 
Goes, advertising manager, Koehring 
Company, program chairman. 

In building the program for the com- 





ing season, Mr. Goes sent a questionnaire 
to all members for subjects of most inter- 
est to them and from the returns subjects 
were established and each meeting as- 
signed to one member to conduct 
Through this method every member has 
a direct voice in the program for the 
year and ten of them are actually respon- 
sible for presenting it. The first meeting 
is on Sept. 9; the subject is “Direct 
Mail; the chairman, James Tate, Delta 
Mfg. Company. Points to be covered in- 
clude preparation and maintaining lists; 
selling by letter; broadsides; mailing 
cards: house organs; special campaigns. 


Pittsburgh 


The subject of “Copy” will engage 
attention of the Industrial Advertising 


FACTS ON CIRCULATION 


in the metal-finishing market 

























A complete analysis of the systematic, thorough, 


aggressive methods employed in building, check- 
bale Mbale MolE-T tba gbale Molt Mott coittl- tele aW tt ic Met Bol-\-saMe ie 


iled in a new brochure, “PRODUCTS FINISHING 






uilds Circulation.” 


Ask to see a copy of this new data book. It's packed 
with vital facts for every buyer of advertising in the 


pat-ye-VEeBobabt-Jab bate mp et-3 (eM 


It will quickly reveal to you 


definite reasons why PRODUCTS FINISHING pro- 
vides the most complete coverage of operating exe- 
cutives in plants engaged in metal cleaning, plating, 
pale) bt J abbate Male Mobatt-jabbele Me) ol-be-leleyats 


A representative will gladly review these interesting 
highlights with you. Tell us when to have him call. 






PRODUCTS FINISHING 


431 MAIN STREET 


CINCINNATI, O. 
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Council of Pittsburgh when it resumes ac 
tivities Sept. 9, the forerunner of a series 
of educational meetings planned for the 
fall and winter months. A. E. Hohman, 
Blaw-Knox Company, is president and will 
head a delegation of twenty or more to 
the Chicago conference. Full representa- 
tion of the chapter in the panel exhibits 
is assured from Pittsburgh 


St. Louis 


As in the past, the St. Louis Indus 
trial Marketing Council will hold weekly 
meetings during the coming season, some 
of which will be night sessions devoted 
to case studies of various St. Louis enter 
prises. These special meetings will be 
handled by marketing and advertising 
men from the companies whose advertis- 





ing and merchandising plans are being 
studied during the evening The first 
meeting will be at luncheon, Sept. 9 

St. Louis expects to have twenty in its 
delegation to the Chicago conference and 
while a number of members will exhibit 
panels of their work, others will hold out 
this year because they are carrying on 
with campaigns similar to those exhibited 
at Philadelphia last year. Odakieigh R. 
French, president, O. R. French Adver- 
tising Agency, heads up this chapter. C 
F. Kistenmacher, James F. Kearney Cor- 
poration, is program chairman. 





Moves to Cleveland 

The advertising department of Ameri- 
can Steel & Wire Company has been 
moved from Chicago to Cleveland 


N MARKET COVERAGE 


The Oil Weekly offers advertisers 20°/, more cov- 
erage of the oil field and pipe line market than any 


other paper . 


. and without waste! 


For no one 


can subscribe to The Oil Weekly unless he is actively 
engaged in the production or pipe line division, or 
is a supplier of equipment or service thereto. Ef- 
fectiveness of this greater coverage is demon- 
strated by the fact that manufacturers, who sell 
only to this market, place the bulk of their adver- 


MEMBER 
A. B. C. 


A. B. P. 
Weekly. 


tising in The Oil Weekly. 
Write for more facts on this market and The Oil 


The OIL WEEKLY— Houston, Texas 


A GULF PUBLISHING COMPANY SPECIALIZED OIL JOURNAL 
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The Conference 


Clinic A-4—* Production Methods and 
Mechanics of Advertising.” This clinic is 
to give members an opportunity to check 
on some of the operating details in the 
work of a well-organized department. In 
this will be discussed such questions as 
How to keep track of cuts and artwork 
How to supply agency with cuts and art 
work. Does a perpetual inventory of lit- 
erature work? How to secure installation 
photographs. What are new methods and 
treatments in engraving, typography, art 
work, photography, printing processes, 
shading mediums, etc.? Effective methods 
in buying, handling and recording move 
ments of cuts and plates, filing of nega 
tives, drawings, plates and materials. How 
to organize and maintain an idea file. How 
to buy printing. How to buy ideas, and 
many other similar problems which must 
be solved in order to make the work of 
the department run smoothly. 


11:15 A.M. Friday 

Second period of four clinics which 
will be run simultaneously in four 
different rooms of the hotel. 


Clinic B-1—*Selling the Engineering 
Contracting Industries.” This was request 
ed by many members and will discuss the 
problems of selling engineering and con 
tracting industries. This will be under the 
chairmanship of E. J. Goes, advertising 
nanager, Koehring Company, Milwaukee 

Clinic B-2—"*Sales Training and Visua 
Sales Presentation.” The discussions 1 
this clinic will include: How to prepare 
sales manual; what to include; the size ot! 
the sales manual; whether it is to be loose 
leaf; the place of the advertising depart 
ment in the preparation of the sales man 
ual; different types of visual sales presenta 
tions and how they may be effectively used 
in industrial selling 

Clinic B-3——“Industrial Motion Pictures 
and Slide Films—Their Production and 
Distribution.” The chairman will be Ralp! 
W. Read of Promotional Films, Inc., New 
York. This will be an extension of the 
subject from Thursday and it is proposed 
to show different types of films prepared 
by some of the members and discuss inti 
mately some of the production and distri 
bution problems connected with these films 

Clinic B-4—*Sales Promotion and Ad 
vertising Department Organization and 
Budgets.” The chairman is Keith J. Ev 
ans, sales promotion manager, Inland Stee 
Company, the man who answers in his 
monthly department in INDUSTRIAL MAR 
KETING the many problems on industria 
advertising and marketing presented t 
him. This session will be restricted to ac 
tive members who head up industrial adver 
tising departments. Many of the discussions 
will include budget policies, responsibil 
ties and authorities, codrdination wit! 
other departments having a related func 
tion to that of the advertising or sales pri 
motion department, relationship to the ad 
vertising agency, training of assistants anc 
similar intimate questions of primary 1 
terest to the man heading up an industria 
advertising department 
2:30 P. M. Friday 

Annual meeting and election of ofhcer 
and directors. At this time the N.I.A.A 
awards for panel exhibits and new en 
blem will be made and reports presente 
by committees 
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O. K. As Inserted 


ration with “Your Questions—Our 


” 


Answer” in a two-color page on 
trip-out switches, 

Lots of good ways of asking ques- 
tions, but remember—don’t make 
them too tough—and sneak in the 
answers in a useful place like they 
used to do in the good algebra books. 
@ Good advice was once dished out 
to industrial advertisers to the effect 
that they should set the pace, tem- 
po, and style of their advertising 
pages to the editorial pages of the 
particular publications they were 
using. Good advice was that, and 
many advertisers (but not enough) 
profited by it. 

Next followed the idea, ““Why not 
write and lay out advertising to sim- 
ulate editorial presentation?” Noth- 
ing wrong with that either except 
that it led a lot of people into trou- 
ble. A lot of tripe under the guise 
of an article-like page is still a lot 
of tripe. Plus the dangerous fact 
that friend reader has been cheated. 
Advertisers going in for the “Edi- 
torial” type of presentation have to 
be honest and straight-forward, fac- 
tual—have something worth the say- 
ing. Fortunately some advertisers 
are doing well with this. 

Goodrich shines at the human in- 
terest angle in “Editorial” framing. 
As witness this month’s “Hot acid 
handled as easily, safely as water,” 
a page with lots of nice things about 
it. And Flintkote with a more for- 
mal type of presentation, “Modern 
Asphalt Dampproofing and Water- 
proofing.” Aluminum Company’s, 
“With This Versatile Metal—Alum- 
inum.” A page from Baker & Co., 
“The Importance of the Platinum 
Metals in Industry Grows Greater.” 
This brand of advertising seems es- 
pecially suited for producers of metals 
and raw materials. 

Getting over to equipment, Elliott 
Company does well with its page, 
“Compressing hydrogen gas with El- 
liott Centrifugal Blowers.” Ditto 
the Torrington page on needle bear- 
ings, “A word about Performance and 
this new Needle Bearing.” Universal 
Winding sings right in harmony with 
textile paper editors with its page, 
“Getting the Most from Winding.” 
This is getting the most from the 
‘Editorial” type of appeal. Ofis Ele- 
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vator joins the columnists with its Bolt Co. than to put his advertising 


page (one of a series), “Architec- in the form of “The Blivitz Nut & 
turally Speaking.” Whereas Warren Bolt News” in a two or four-page in- 
Webster goes to the “news room” for sert in his pet magazines? «It’s just 
its long, single column, ‘42-Acre about a thousand to one that Papa 
Floor Area Receives Balanced Heat- Blivitz is so sold on anything trade- 
ing Service.” marked “Blivitz” that he’s the only 
It is interesting to watch how one one who will ever read his phoney 
technique blossoms forth into an- news sheet. 
other. The “Editorial” style gave So be well warned, and if you start 
birth to the “House Organ” method a “House Organ” series in business 
which has been effective, but like its papers make it contain mews and 
parent can also be awfully danger- useful data. Like a good editor, think 
ous. What easier prescription for only of your readers—their desires, 
Old Man Blivitz of Blivitz Nut & their troubles, their needs, etc. Do 





DOLLARS 





Good to the last page for both reader and 
advertiser is The Refiner. Its editorial con- 
tent contains no waste for those who make 
gasoline and who refine oil. That's why The 
Refiner receives 76°/, more subscriptions 
from these individuals than any other oil 
publication. 


Alert advertisers like The Refiner's ‘‘no- 
waste" circulation for it gives them 96% 
coverage of the petroleum refinery market 


MEMBER . . . and at lower cost than any other oil 
A. B.C. eer 
A. B. P. aes ¥ 


Write now for market data and media facts. 


The REFINER — Houston, Texas 


A GULF PUBLISHING COMPANY SPECIALIZED OIL JOURNAL 
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the job the way U. S. Industrial Al- 
cohol has been doing it with “Solvent 
News” and “Alcohol News” (IM, 
July, 1937, P. 20). (What a marked 
difference over some of the old style 
alcohol advertising!) Do it the way 
Bridgeport Brass has started to do it 
with “Copper Alloy Bulletin.” Do 
it more informally, but perhaps even 
more effectively, like Hercules Pow- 
der with its three page, two color 
magazine within a magazine, “for 
“Chemical Progress.” Do it like that, 
or not at all. 

Finally, we 


have the “Cocktail” 


method. Just as its name implies, 
it’s a jigger of this, and two parts of 
that, a couple of dashes of so-and- 
so, shaken up well, and served in 
potent doses. In other words, every 
ad you knock off is not going to be 
one hundred per cent “Reason Why,” 
or all “Demonstration Details,” or 
the like. It would be pretty dull 
stuff if it was. Such ads will only be 
tailored and used at certain strategic 
times, and for particular reasons. 
On the other hand, the majority 
of your advertisements are part of 
a campaign built around some key, 


METALS ano ALLOYS 
REACHES ALERT BUYERS 


Ey LAT ee ee ee 


-NEW YORK 


or basic sales idea. You are a good 
craftsman—you have your kit of ad- 
vertising tools and methods—you 
know just how much and what to 
use to do your job. At one time 
it may be the smooth, appetite-en- 
ticingness of a Dry Martini that’s 
needed. At another, the lift of a 
good stiff Brandy Eggnog. At still 
another, the refreshingness of a cool 
Mint Julep. All you have to be is 
a good advertising bartender, and 
you'll satisfy the customers. The 
way Monroe Calculating Machine 
does it this month with its page, 
“How to Make Figures Jump 
Through a Hoop.” Or Philadel phia 
Quartz’s page, “Birds of a Feather 
Flocculate Together with P. 
Q. Silicate.” Crane Co. who has 
some choice ingredients, well-blend- 
ed in the “Coping with Creep” page. 
Ensign Bickford with a kick, in the 
page, “Every Cartridge Is a Primer 
Cartridge.” 

There they are, gentlemen. Four- 
teen of the different things that 
make for genuine, useful, selling “In- 
formative” advertising. Good friends 
to remember. You may feel meth- 
ods like “Testimonial” and “Case 
Study” belong here, too. We feel 
they may overlap, but their main 
job is a bit different. Some month 
we'll steal a private peak at them 
at work. 


The Month’s Ads. Good and Bad 


An open letter to Ohio Ferro-Al 
loys Corporation: “What's the idea 
of those Grand Canyon or Alpine or 
whatever-they-are pictures?” 

“Moving earth or bottling milk” — 
another good Caterpillar Diesel Power 
ad. 

Headlines - worthy - of - mention: 
Dupont’s “Nature Can Now Take a 
Rest;” Truscon’s “Three Weeks Ago 
That Was a Vacant Lot;” Libbey 
Owens-Ford’s “Night Is _ Brighter 
Than Day;” Crane’s “Coping with 
Creep;” Mathieson Alkali’s “Off With 
Its Dome!”; Cutler - Hammer's “A 
Small Motor May Choke an Entire 
Factory.” 

One of the most remarkable 
documents we've ever read is: 
“A Message from L. A. Young,” 
published in the interests of the 
L. A. Young Spring & Wire Cor- 
poration. A lot of things this ad 
contains would sound bad if un- 
signed, yet somehow the picture 
and the signature of the man 
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Out answees 
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In the current series of pages for the 
James R. Kearney Corporation, St. 
Louis, hands are used to focus atten- 
tion on features of the device. The 
main body of copy is “reason why" 
based on laboratory tests, while a 
series of questions and answers at 
the side drive home the salient 
points of the features shown 


















himself allows the copy to escape 
being fatuous. It’s boastful, but 
it’s sincere. It’s unprofessional, 
but it’s a real man talking. His 
closing paragraph: “A friend re- 
cently asked me if my elevation 
to the chairmanship meant retire- 
ment. ‘Hell, no,’ I replied, ‘This 
is only the beginning. I have just 
begun to fight.’” So, to L. A. 
Young, not an advertising man, 
we want to give a laurel for good 
copy-writing—one of the rare ex- 
amples we've ever seen of adver- 
tising talking natural! 

Boo-of-the-month: Whitey sez. 

Boost-of-the-month: to Edgar 
F. Cohen of A. Eugene Michel 
and Staff Agency, whose copy 
for “The Morris Hydraulic 
Column,” shines brightly in a 
dull pump world. 

Morris does a nice job with its 
“The Morris Hydraulic Column.” 
Two or three stories in each ad, like 
“Scrap a perfectly good pump?”, 
24 hours-per-day service for 10 
years without repairs,” “Never even 
gagged,” “Valuable but not for 
sale.” Sprightly copy, considering. 

Another astonishing Kellems spread. 
A huge question mark, a huge excla- 
mation point—but not bad, not bad! 

How Yale & Towne thinks lift 
trucks should be sold: “Like a sym- 
phony—the harmonious precision of 
a Yale Hand Lift Truck.” How 
ridiculous! 

For contrast, “But I’m a Gro- 
cer in Grand Rapids . . . Why 
Talk ‘Murder Runs’ to Me!” A 
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fair question— and probably a 
frequent one. To which Good- 
year, in an effectively choppy 
style, replies with news about 
other tires bearing the famous 
winged-foot trade-mark. Signifi- 
cant line: “In ordinary trucking, 
its extraordinary capacities can- 
not be fully utilized—and, frank- 
ly, its higher price cannot be jus- 
tified.” Pat hands for A. M. 
Corrigan of The Electrograph 
Company, Detroit, for a good 
head, honest writing and smart 
strategy behind it all. 
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Two examples of one good way to 
advertise: Crompton & Knowles 
shows its 5,176th, 6,302nd and 12,- 
000th of three models of weaving 
equipment being lowered on to freight 
cars; Timken lists the recent pur- 
chasers of 228 steam locomotives 
whose driving axles are Timken- 
equipped. 

Very special Boo—To We, Us & 
Co. for getting National Oil Prod- 
ducts’ Napco C.P. special lubricant 
for worsteds tangled up in our “In- 
dustrial Lubrication” study last 
month. THe Copy CHAsERs. 


'Technical Men! 


FIRST Position in Editorial Quality! 


Total Distribution 
Individual Net Paid 


(6 mos. av.) 9,653 
(6 mos. av.) 7,809 


*The Important Buying Factors in Air Conditioning, 
Heating and Ventilating. 


HEATING & VENTILATING, 148 Lafayette St., New York 


73 








CHECK 
i hae | BY 


ADVERTISING 


The Diehl Manufacturing Co., electrical di- 
vision of The Singer Manufacturing Co., 
makers of Singer Sewing Machines, are en- 
tering their fiftieth year as manufacturers of 
motors, generators, fans and ventilating equip- 
ment. Their advertising has been handled 
by their own Advertising Manager, and, at 
various times, through advertising agencies 
For the past five years their Advertising 
Manager and executives have increasingly 
employed our help and counsel. We have 
handled publication advertising and produced 
catalogs, booklets and folders. This year we 
aided in introducing a radically new product 
and in planning for development along new 
lines. 

Their business has been good. On some 
products, all their previous sales records have 
been surpassed. Advertising did not do it 
all, but that it helped is conceded by this 
client. We believe that the increasing re- 
sponsibilities that we are shouldering as our 
term of service lengthens indicate, at least, 
our ability to work harmoniously and satis- 
factorily with advertising managers and ex- 
ecutives. 

Notice Diehl advertising in electrical and 
industrial papers and consider discussing what 


we could do for you. 


0. 8S. TYSON 
AND COMPANY, Inc. 


CLASS & INDUSTRIAL 
ADVERTISING 


Branch Office: 
3701 Broad St. 
Phila., Pa. 


General Offices: 
230 Park Ave. 
New York, N. Y. 
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Industrial Harmony 


TARY WITHDRAWAL CREDIT: 
If an employe voluntarily withdraws 
or is discharged from service, he 
should be paid every dollar he has 
paid in, plus accumulated interest of 
record, together with forty, fifty or 
sixty per cent (optional) of the cor- 
poration contribution, credited to his 
account, plus accumulated interest of 
record; remainder of the corporation 
credit to revert to the fund for credit 
to remaining members. 

(h) INTEGRITY OF FUND: 
Provision must be made to maintain 
the fund independent of the solvency 
or permanence of the corporation and 
unassailable from attack by creditors 
of either the corporation or the em- 
ploye. Assignment of interest must 
be made impossible. 

(i) PAYMENTS OR CREDITS: 
Must be credited regularly and pub- 
lished regularly to the membership, 
and above all, must be maintained in 
the truest sense as an exfra reward. 


II—Life Insurance 

Life insurance covering the first 
six or seven years of membership in 
the Profit Sharing Fund, the death 
payment decreasing each year in in- 
verse ratio to the increased credits in 
the fund. This is to insure reasonable 
security and protection to the worker 
during the early period of his accu- 
mulation. Premium deducted from 
corporation contribution. 


Ill—Health and Accident 
Insurance 

To provide protection against sick- 
ness, hospital expense, medical care. 
A provision highly appreciated and 
of moderate cost to the corporation. 
Fills the one gap of fear and inse- 
curity in event of incapacity to work. 
If nothing prevents the employe from 
working the Profit Sharing Fund re- 
moves all other fears and worries. 


IV—Administration and Human 
Relations Program 

The success of any financial or em- 
ploye relations program is dependent 
upon the personal element in its ad- 
ministration. No matter how sound 
and beneficial a plan may be in its 
mechanical structure, its engineering 
must be in the care of those who are 
(1) humanly sympathetic to its ob- 
jectives, (2) conscientious to its re- 


sponsibilities, and (3) empowered 
with responsibility and equipped with 
ability for the investment and pro- 
tection of funds, consultation with 
employes and a friendly advisory 
service to their problems. It is better 
that no plan or program be. installed, 
if the “Human Engineering” care or 
administration is omitted or not given 
first consideration. 


@ A specific case, for illustration: 
Eighteen years ago an employe started 
as a participator in this plan 

his first year’s contribution was 
$72.20, his lowest has been $56.25 
and his highest $113.60. In other 
words, he has to date contributed 
$1,698.95 from a salary which av- 
eraged $1,888 annually or $157.25 
per month. Today he has a credit 
in the Fund of $16,142.80—or prac- 
tically one-half of his eighteen years’ 
wages. Is there a threat or a promise 
from any power or person on earth 
that could take that man away from 
his job and his future? 

The advantages to employes are 
obvious. The employer reaps a tre- 
mendous harvest of increased profits 
and reduced expense through elimi- 
nation of strikes, reduction of turn- 
over, and general increased operat- 
ing efficiency. 

No institution unwilling to pay 
prevailing or standard wage scales 
should make use of the plan, for 
under no circumstances should the 
plan be made use of to depress or 
hold down wages. Such an attempt 
will speedily defeat its purpose. 

This program is not presented with 
the idea of being applicable in all 
details to all institutions. It is flex- 
ible, can be modified to meet vary- 
ing situations. If adaptable, we firm- 
ly believe it to be the most effective 
employe-relations policy _ available 
with which to meet the needs of in- 
dustrial America. 





U. S. Gypsum Retains Buchen 


The United States Gypsum Company 
announces that effective Jan. 1, 1938, the 
Buchen Company has been retained as ad 
vertising counsel and agency. Frank R 
Babcock, formerly Nash advertising man 
ager, was recently named advertising man 
ager of the company 


Alexander Leaves U. S. Steel 


J. F. Alexander, formerly assistant t 
the vice-president, U. S. Steel Corpora 
tion, with headquarters at Chicago, ha 
resigned to accept an executive post wit! 
the Signode Steel Strapping Company 
Chicago. 
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Milestones 


in Publishing 


Rubbing elbows with his readers and 
sharing the mud on their shoes is a habit 
of Maj. Victor J. Brown, publishing di- 
rector, Roads and Streets, a Gillette pub- 
lication, who has just returned from an 
11,200-mile automobile trip through West- 
ern states, inspecting roads and highway 
construction and calling on contractors 
and state highway engineers. 








August issues of Building Supply News 
and Practica! Builder carried an editorial 
proposal that present maximum mortgage 
length on homes be extended from twenty 
to thirty-five years and a reduction of in- 
terest rates to four per cent. The re 
vision, the publications pointed out, would 
ypen home ownership to more than 7,000,- 
)00 additional American families whose 
unnual incomes of $1,500 to $2,500 do 
not permit them to build with financial 
safety a home costing $4,000 or over un- 
der existing financing practice 

+ 

Sweet's Catalog Files (Engineering and 
Industrial), now in process of distribu- 
tion, show considerable bulk over last 








Distribution, 10,000 guaranteed 


1938 Edition 
Closes Nov. 1 


year's editions, reflecting the 39.2 per cent 
increase in business which they carry. The 
biggest of the four is the Process Indus- 
tries file, which is four and a half inches 
across the beam and scales nearly fifteen 
pounds. Even the smallest, the Power 
Plant file, is bigger than any of the 1936 
volumes 
. 

Bakers’ Helper has issued a new rate 
card effective Nov. 1, 1937, with rate in- 
creases amounting to approximately ten 
per cent. All orders received prior to that 
date will have advantage of the old rate 
until Nov. 1, 1938. 

e 

Engineering and Contract Record, a 
MacLean Canadian publication, produced 
a 222-page Engineering Progress Number 
on July 28, editorially planned to compete 
successfully with other forms of reading 
matter for the attention of all readers in 
the engineering field. Pictorial headlines 
were used extensively and a pictorial sec- 
tion on sepia stock, printed in two colors, 
illustrated “Engineering Progress,” which 
was treated by branches editorially. The 
last half of the issue was devoted to in- 
dividual company achievements 

* 
October issue, 


With the Hardware 


Trade Journal will be known as Farm- 
Town Hardware. The change in name 
and editorial policy points the publica- 
tion directly at the big hardware market 
which has its bulk in towns of 10,000 and 
down 


Beginning with the September issue, 
Aero Digest will be published in both 
English and Spanish, fer circulation in 
Mexico, Cuba, West Indies, and Central 
and South America. The Spanish section 
will be called Revista Aerea Latino Ameri- 
cana. 

oo 

Farm Implement News recently inaugu- 
rated a new feature called “Repair Shop.” 
The section is printed on colored paper 

* 

The August issue of The National 
Cleaner ©& Dyer, called International is- 
sue, carried material concerning the in- 
dustry in England and France, together 
with pictures gathered by Paul C. Trim- 
ble, editor and general manager, who spent 
a month in Europe recently attending a 
meeting of the Federation of British Dry 
Cleaners and studying English and French 
dry cleaning. The cover of the issue was 
a montage of English and French land- 
marks. 

s 

Effective with the August 5 issue, the 
name of Gas Age-Record & Natural Gas 
was simplified to Gas Age. 

es 

The Pittsburgh Post-Gazette treated its 
readers on July 10 in the midst of a heat 
wave with a picture of a blonde bathing 
beauty perched on a cake of ice, beaming 
with happiness and contentment as she 
reads a copy of Southern Power Journal 
(Who are the readers of business papers, 
anyway?) 





or specify. 





OIL FIELD CUSTOMERS 
WANT YOUR CATALOG 


HERE 













Mor than 350 companies find it “good business” 
to comply with the catalog preference of their 
oil field and pipe line customers and prospects. They 
use the Composite Catalog of Oil Field and Pipe Line 
Equipment to put their complete or condensed cat- 
alogs into the hands of those who can actually buy 


Nearly 2,700 oil companies, representing more than 
97%, of all oil produced in the world, designate the 


men who receive personal copies of the Composite 


Catalog annually. 
alog. Wire now for complete information. 


Get this distribution for your cat- 





COMPOSITE CATALOG OF OIL FIELD AND PIPE LINE EQUIPMENT 
Published by THE GULF PUBLISHING COMPANY, Houston, Texas 
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214. The Resale Market in 1937. 

A report on a Product Engineering 
survey made to determine the per- 
centage of companies considering vari- 
ous parts, materials and finishes for 
their new models in 1937. 


209. Industry Groups. 

This folder No. 3, issued by 
Machinery classifies 8,209 machine 
tool using plants into industry groups 
according to the products they manu- 
facture, with data on the relative buy- 
ing power of the various groups. 


218. Markets in the Milk Field. 

A series of surveys by Milk Plant 
Monthly on the market for water- 
proof cement for concrete floors in 
milk plants, and the markets for 
orangeade, plant and salesman-driver 
uniforms, and water and acid-proof 


paints in the milk field. 


175. Editorial Enterprise. 

The year’s review of some of the 
important editorial articles appearing 
in The National Provisioner, includ- 
ing material covering production, 
merchandising and marketing prac- 
tices of the meat packing and allied 
industries and their buying habits. 


161. Motor and Power Transmission 
Applications in the Modern 
Coal Preparation Plant. 

An analysis of the electrical and 
transmission equipment used in the 
coal industry with illustrations and 
tabulations of the types used in typi- 
cal plants as observed by Coal Age. 


145. Air Conditioning—A Simplified 
Outline of Its Markets. 

This broadside graphically illus- 
trates and explains the difference in 
types of equipment, engineering and 
in selling personnel in the industrial 
and commercial, and the residential 
fields of air conditioning. Issued by 
Heating, Piping and Air Conditioning 
and American Artisan. 


201. Sources of Buying Information 
Used in the Building Market. 

The question of where architects, 

engineers, contractors and other im- 


portant buying factors in the building 
market turn for primary buying in- 
formation is answered in this booklet 
which records the findings of an ex- 
tensive survey conducted by the Re- 
cording and Statistical Corporation. 
Distinguished features of the survey 
are the absence of leading questions 
and the consequent validity of the re 
plies. Issued by Sweet’s Catalog Sert 
ice. 


215. Oil Field Equipment Marke 
Data. 

Statistical information on oil we 
drilling activity for 1937 by state 
and the number of wells to be 
equipped for pumping. Issued by T/ 
Oil Weekly. 


203. The Guess Work Eliminated fo 
the Buyer of Advertising. 


An analysis of more than 11,00 
cards returned from readers of Mod 
ern Machine Shop, showing their clas 
sifications by titles, reader interest and 
market coverage of the publication. 


213. Power, the Market. 

This Power booklet charts buying 
information on 100 of more than 200 
separate items of equipment and sup 
plies used in the nation’s power plants 
A chart shows percentage of products 
personally specified by power engineers. 


Glorify Your Product. 
A colorful booklet revealing how 


aggressive companies are definitely iv 
creasing sales through the mediu: 
of talking motion pictures. Tel 
how talkies can be used in all phas 
of marketing, direct or through « 
tablished channels of  distributio: 
Published by Herman A. De Vry, In: 


173. Making Your Product Eas) 
Buy in the Plumbing and Hea 
ing Market. 

A booklet treating the size of ti 
plumbing and heating market, actu 
conditions in the industry, follow: 
by the channels of distribution and 
presentation of catalog problems a: 
their solution with reference to 
Domestic Engineering Plumbing 
Heating Catalog. 
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These manufacturers are advertising currently in Engineering construction - -- from the men in the field, UP through the 
News-Record, the every-week engineering magazine used engineering and contracting staffs to the front offices - -- a 
everywhere by engineers and contractors. or in Construction fieid that is spending 125 millions ¢ week for new construc- 
Methods & Equipment. the giant-size rotogravure construc- tion and the operation and maintenance of completed works. 
tion magazine published monthly. The geographical distribution of the circulation of both 
Many ore ysing both magazines to make doubly sure that publications follows the geographical distribution of con- 
they reach every buying and specifying factor in engineering struction activity oS regularly os night follows day. 
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“The industrial articles are of much 


value in connection with my work in 


” 


purchasing... 
R. E. Carter, Buyer 

Purchasing Department 

General Electric Company 


Because of its authoritative, accurate in- 


formation, key men in big companies 
throughout the country read FORTUNE 


thoroughly... advertising pages as well as 


the articles. 


FORTUNE 


135 EAST 42nd STREET, N. Y. C. 











